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United Paramount Money Gives ABC 
What It Needs in the TV Competition — 


New York, Feb. 11—With the 
protracted merger of American 
Broadcasting Co. and United 
Paramount Theaters now a fait 
accompli, advertisers and agency 
men are wondering how long it 
will be before the “new ABC” be- 


and CBS in television program- 
ming when appealing to the FCC 
to approve the merger. 


's Nor did UPT and ABC waste 


/any time in pooling their manage- | 


/ment resources. Key man in Amer- | 


Penetration Studies 


Tell Whether Ads Sell 


Rosser Reeves Explains Study by Ted Bates & Co. 
of Copy Effectiveness ‘Apart from Variables’ 


New York, Feb. 12—If any one word sums up the advertising busi- 
ness, that word is “penetration,” according to Rosser Reeves, partner 


gins to give the leaders in the in-| ican Broadcasting-Paramount The- 
dustry a run for their money. jaters Inc. is Leonard H. Golden- 

First immediate effect of the) son, UPT president, who becomes 
Federal Communications Commis- president of the merged company. 
sion’s legalizing of the UPT-ABC| Not to be overlooked is ABC! 


union was a change in the atmos- chairman Edward J. Noble, chair-| | 


phere at the network. The studios | man of the finance committee of) 
and offices, which in recent months! ABC-UPT, who reportedly is the 
had been clouded with gloom and | largest single stockholder in the 
uncertainty, were filled with aj/new company with “just under 
bustling excitement. (10% of the common stock and) 
about 55% of the preferred shares.” | 
®# Almost instantly the merger ef-| ABC President Robert E. Kint-| 
fected a cure for one of ABC’s big-| ner remains as the top official of | 
gest headaches—the low morale of| the network, which in the future 
personnel brought on by the net- | will operate as a division of the) 
ee Tae Seen” pouting | eecmesid te 0 Saad them GPE 
during its day-to- ; reg 
peng while its case was being | Robert H. O’Brien,  secretary- 
dragged out by the commission. hase gamed of the ey ae ae 
Financial relief also was imme- | and executive v.p. of the i- 
diate for the hard-pressed radio- Vision. 
TV company, which took an esti-| 
mated loss of $659,000 during the # Two other UPT executives will 
first nine months of 1952. United transfer to the broadcasting divi- 
Paramount has between $30,000,- sion immediately. Robert M. Weit- 
000 and $35,000,000 which can be man, who masterminds the Para- 
used to help clear up ABC’s out- mount Theater in New York, 
standing debts of about $7,000,000 where any number of top enter- 


IMPACT—Jarman Shoe Co., Nashville, ex- 
pects this ad to have a lot of impact on 
readers when it runs in Esquire cand Life 
this spring as a full page. A single line 
of copy gives the company’s ncme, the 
shoes’ styles and price ranges. Robert G. 
Fields Co., Nashville, is placing the ad. 


and copy chief of Ted Bates & Co. 


necessarily mean more sales. 


s “The story is not that simple,” 


Penetration involves two things: 
advertising get into the heads of people? Does 
3] it sell? 

According to Mr. Reeves, the Bates agency 
has been measuring the pulling power of ad copy 
with penetration studies for over seven years. 
The studies measure copy in the field, for its 
effectiveness without relation to other variables. 
The need for such studies is underscored by 
Mr. Reeves, who insists that good copy doesn’t 


Does your 


Rosser Reeves 


he says. “A 


copywriter can write a brilliant campaign. And sales can go down— 
for a number of reasons having nothing to do with the copy. The price 
of the product may not be right; distribution may be faulty; media 


with banks and insurance com- 
panies. ABC executives repeatedly | 
emphasized their dire need for 
new capital to compete with NBC! 


tainers have gotten their first big 

show business break, will be ABC 

v.p. in charge of programming and 
(Continued on Page 75) 


Why So Many Cliche Ads? Auerbach Says 


Clients Pay Too Little, 


New York, Feb. 11—There_ 
would be lots more good adver-| 
tising coming out of agencies to- 
day, except that they don’t get) 
enough money to produce it, and | 
many clients are lousy admen. 

Alfred Auerbach, president of 
the agency bearing his name, took 
this stand at a symposium spon- 
sored by the Museum of Modern 
Art on the subject, “Why are 
there so many cliche ads?” 

“When an agency does produce 
what we might call an outstanding 
campaign,” he said, “it may quite 
possibly discover it lost money 
on it.” The 15% arrangement, he 
held, is a rude, inequitable yard- 
stick. 


s As for clients, he continued, 
many are “prejudiced and unpre- 
dictable, have fixed opinions about 
art, layout, headlines, copy, type- 
face, paper stock, media, and 
even about budgets. Everybody is 
an adman. The professional who 
has devoted whatever little inteili- 
gence and skill he can command 
to devising a campaign which he 
feels is just right for its purpose 
must frequently stand heiplessly 
by as it is mangled and torn apart 
in his client’s office. 

“Perhaps,” he continued, “we 
don’t have more good advertising 
because what is good advertising 
remains, in the main, a subjective 
affair. One grows philosophical, 
one accepts compromises, one 
hopes for step-by-step progress, 


and Interfere 


and one dreams of an island in the 
South Pacific. This is the adman’s 
lot unless he has no mortgage on 
his house and no growing daughter 
who reads the fashion magazines. 


s “Then he can be independent, 
refuse to participate in a program 
he feels fundamentally unsound. 
We believe, frankly, that good 
agencies will resign an account if 
they are thoroughly out of sym- 
pathy with the client’s preferences, 
and feel that by acquiescing they 
would be squandering his money.” 

Another reason for the dearth 
of good advertising, said Mr. 
Auerbach, is the fact that there 
aren’t enough really great adver- 
tising artists. 

And there’s the fact that “the 
art director’s most inventive and 
courageous expressions are often 
strangulated by account execu- 
tives,” who are usually the key 
client contact and presumably 
“gifted enough to give proper di- 
rection to the copy and art de- 
partments.” 


Hathaway's Copy 
Seems to Become 
More ‘Ineffable’ 


New York, Feb. 11—The man 
who wears a Hathaway shirt must 
not only have an eyepatch, but a 
whale of a vocabulary. 

In Hathaway’s latest effort, in 
The New Yorker for Feb. 7, a 
Hathaway shirt of Benmoyle linen 
is draped over a robust model, who 
nibbles away at some _ grapes. 
Linen makes a terrific shirt the 
copy says, because it is “so inef- 
fably male.” 

A couple of AA’s reporters, long- 
time admirers of word witchery, 
ran through the copy, and asked 
each other: “What does ineffably— 
or ineffable—mean?” They didn’t 
know. 


@ They ran a fast poll of avail- 
able staffers. Nine didn’t know. 
One hazarded that it meant “tick- 
lish to deal with”; two held it 
meant “innocuous”; one said “dif- 


(Continued on Page 40) 


Optimistic Reports 
Feature Meeting of 


Management Execs 


New York, Feb. 12—Hopeful 
forecasts of marketing possibilities 
in i953 and following years fea- 
tured the American Management 
Assn.’s marketing conference, held 
here this week. 

But while the over-all »xutlook 
for the future is good, the market- 
ing executives were also warned 
(1) that retailers need much more 
help from manufacturers and (2) 
that sales and distribution costs 
have to be trimmed. 

Myer B. Marcus, executive v.p. 
of Food Fair Stores, called for 
more effective point of sale dis- 
play materials from manufacturers 
supplying food stores. 


® Most food retailers, he _ said, 
want a review with the supplier 
before point of sale material is 
printed. Manufacturers who coop- 
erate with retailers in joint plan- 
ning, Mr. Marcus said, are the 


(Continued on Page 72) 


Last Minute News Flashes 


Colgate Enters Home Permanent Field 


JERSEY City, Feb. 13—Colgate-Palmolive-Peet Co. will introduce a 
Lustre Creme home permanent kit about March 1 in Atlanta, Beau- 
mont, Tex., and Grand Rapids, Mich. Sunday newspaper supplements 
and TV spots will be used, probably through Lennen & Newell, which 
handles Lustre Creme shampoo and hair dressing. The test is ex-| Hooper Inc., A. C. Nielsen Co. and 


pected to run about a year. 


may be inefficient; the competition 
may be splurging on deals; the 
product itself may hot be right. 

“Conversely, a copywriter may 
write a mediocre campaign, only 
to see sales climb sharply. But 
this may be due to a price advan- 
tage, a superior product, inactiv- 
ity on the part of competitors, or 
superb dealing by the manufac- 
turer. 

“Our penetration studies, de- 
veloped by Clifford N. Parsells, 
Bates partner and research direc- 
tor, work as follows: 


e “Let us imagine that a manu- 
facturer brings out a new tooth 
brush which actually ends all 
tooth decay. He decides to spend 
$1,000,000 advertising it this year. 
(Continued on Page 44) 


Hooper Scorches 
Fellow Raters in 
Panel Fireworks 


New York, Feb. 13—The adver- 
tised subject for the workshop 
session of the Radio & Television 
Executives Society last night was 
“Radio and TV Ratings and Why 
We Do What We Do.” 

It sounded innocuous enough, 
but with representatives of Amer- 
ican Research Bureau, C. E. 


'Pulse Inc. on the program, the 
audience expected fireworks. They 
/weren’t disappointed. 


@ Mr. Auerbach said his agency | 
has tried to cure this situation by | 
putting the art director on a par | 
with account executives. “If there 
is a conflict, it can be resolved | 
only at the very top level.” 

As final reason for so many 
cliche ads, he said, “We cannot do 
justice to ourselves or to our ideas 
because we never have enough 
time.” 


Admiral Sets $20,000,000 Budget for ‘53 


Cuicaco, Feb. 13—Admiral Corp. has set a $20,000,000 budget for | _C. E. Hooper opened the discus- 
1953, the largest in its history. As usual, newspapers will get the big- | S!0n by raking each of his three 
gest share of this. Seymour Mintz, v.p. of advertising, revealed that, of fellow panelists—the services they 
the $69,000,000 spent in advertising between 1940 and 1952, 60% went |Tepresented, not them personally 
into newspapers. Magazines and television were next, in that order. —®CToss the coals. His remarks be- 
Cruttenden & Eger Advertising Agency; Erwin, Wasey & Co., and °#me competitive right after the 
Tatham-Laird are the Admiral agencies. | opening joke. 


Paine Succeeds Jackson as ‘Fortune’ Publisher |= “The topic assigned to this panel 

New York, Feb. 13—Ralph Delahays Paine Jr., managing editor of is ‘Why We Do What We Do’,” Mr. 
Fortune, has been named publisher, succeeding C. D. Jackson, who Hooper said. “When I was first in- 
joins the White House staff Feb. 16 as special assistant to President vited to be present the subject was 
Eisenhower. Mr. Paine has been managing editor of Fortune since 1941. ‘Which Rating Service Is Right?’ 
He will be succeeded by Hedley Donovan, associate managing editor I am informed that title was dis- 
since 1951. | carded because it might offend our 

(Additional News Flashes on Page 79) (Continued on Page 8) 
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Senate Postal Committee Will Ask 


$100,000 Study of Postal Service | 


Sen. Carlson Sponsors 
Investigation; Series by 
‘AA’ Widely Commended 


By Stanley E. Cohen 
Washington Editor 

WasuincTon, Feb. 12—A Senate 
investigation of the operating and 
rate problems which surround the 
postal service seemed likely to- 
day after the Senate post office 
committee voted to seek $100,000 
for a special investigating staff. 

The Senate committee approved 
an investigation resolution intro- 
duced by its chairman, Sen. Frank 
Carlson (R., Kan.). The plan 
must still clear the Senate rules 
committee and the full Senate. 

Sen. Carlson’s plan for a sim- 
ilar investigation was approved by 
Congress two years ago, but the 
investigation collapsed when Con- 
gress failed to provide funds. 


s The outlook is considerably 
brighter this year. As an intimate 
of President Eisenhower, Sen. 
Carlson is recognized as one of the 
leaders of the Senate; in addition, 
the committee includes several 
other influential senators, among 
them Sen. William E. Jenner (R., 
Ind.), chairman of the rules com- 
mittee. 

Despite the fact that Postmaster 
General Arthur Summerfield has 
promised to submit proposals for 
better and less costly postal serv- 
ice, there is mounting congres- 
sional concern over postal prob- 
lems. 


provides for an advisory group) 
which would include representa-. 
tives of employe and mail user 
groups. 


® Meanwhile, the series of five 
articles which ADVERTISING AGE 
has just published on the Post Of- 
fice Department and its problems 
appears to have been particularly 
well timed. 

Reprints were submitted to 
every member of Congress and to) 
all the top officials of the new na- 
tional administration. In addition 
to the reprints which were sent 
out by AbDverTISING AGE, how- 
ever, congressmen and postal of- 
ficials are receiving additional re- 
prints from constituents and others 
who are interested in calling their 
attention to the need for improved 
postal service. These individual 
letters are having an important 
influence on the attitude of Senate 
members toward the proposed 
$100,000 postal investigation. 


# AA’s mailing to public officials 
provided the first four articles in 
the series and offered the fifth on 
request. Scores of members of 
Congress indicated their interest 
in the complete series. Among the 
first to reply was Rep. Harold 
Hagen (R., Minn.), a _ ranking 
member of the House post office 
committee, who has indicated he 
intends to insert the articles in the 
Congressional Record. 

In a further effort to stimulate 
public discussion of the Post Of- 
fice Department’s problems, Ap- 


The Carlson resolution provides | 


for a broad investigation into all| editorial departments of the na- 


phases of postal operations and tion’s 
| magazines. Several have requested 


rate making procedures. It author- 
izes the use of outside experts and 


VERTISING AGE sent reprints to the 
leading newspapers and 


(Continued on Page 80) 


Basford’s Wensley Now Heads Exec Group; 


Silldorff Is Chairman, 


New York, Feb. 
changes in the executive staff of 
G. M. Basford Co. were made to- 
day. 

Roger L. Wensley, board chair- 
man and majority stockholder of 


Henry Silldorff Roger Wensley 


the agency, becomes chairman of 
the executive committee. 

Henry C. Silldorff, who joined 
the agency in 1932 and who be- 
came president in 1949, succeeds 
Mr. Wensley as board chairman. 

Fred E. Adams, with Basford 
since 1942, and recently named 
executive v.p., succeeds Mr. Sill- 
dorf as president. Before joining 
Basford, Mr. Adams was an ac- 
count executive with Buchanan & 
Co., and before that was assistant 
advertising man- 
ager of Mathie- 
son Chemical 
Corp. 

William H. 
Schink has been 
elected a v.p. and | 
continues as di- 
rector of media. 
He has been with | 
the company 
since 1921. 

John Sasso, 
who joined Bas- 
ford last year as director of pub- 
licity, was also elected a v.p. He 
was previously industrial editor of 
Business Week, and before that 


Fred E. Adams 


10—Five. 
‘neering. 


| Sponsibilities, and give recognition 


| executives in line with the com- 


Adams President 
managing editor of Product Engi- 


The position of executive v.p. 
will be discontinued. 


® Reasons for the shifts, AA was 
told, are to broaden the agency’s 
services, spread executive re- 


and appropriate authority to key 


pany’s growth. The agency now 
services 40 accounts in New York 
and ten in Cleveland. 

It was emphasized that Mr. 
Wensley is not lessening his ac- 
tivities, and that in the future he 
expects to be more active than 
ever. He has been with the agency 
since its early days, and is largely 
responsible for its development in- 
to one of the largest industrial 
agencies in the country. 

Serving with Mr. Wensley on 
the executive committee will be 
Messrs. Silldorff and Adams, and 
W. G. Greene, secretary-treasurer 
of the company. 


Appoints Ingalls-Miniter 
Joseph Breck & Sons Corp., Bos- 
ton distributor of garden, gift and 
housewares products, has ap- 
pointed Ingalls-Miniter Co., Bos- 
ton, to assist in merchandising and 
advertising for the expansion of 
Breck’s Associate Stores and in the | 
development of Breck’s Boston 
Park lawn seed. In its Feb. 2 is- 
sue, AA erroneously stated that 
Maxwell Sackheim Co., New York, 
had the account previously. That 
agency still handles the mail order 
portion of the Breck operation. 


WFMY-TV Increases Power 


WFMY-TV, Greensboro, N.C..,| 
has been granted permission by | 
the Federal Communications Com- | 
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Taswe Freez us a deliciows daisy produce—made from an 
exclave formula—ser fresh from America’s only com- 
pletely automatic freezer—and frozen seconds before serv 
‘ag 1G cones, caps, sundaes, male, shakes, quarts and pints. 


building stores. arranging teases and financing uipment 
No expen. 

and 
Operaven of your store. 


experience, insures your success. The whole family, work- 

img together, can bwiid s bideume business with pando mond 

profes for ail. 

Tastee-Freer is an international chain of soces-—sami- 

form im designw nationally ahorti ‘ e~ 
tout locally o . Get all the facts. Write, 

wire ot today’ 


TASTEE-FREEZ 
2516 Montrose Ave., Chicago 18, Ii. Phone iRving 8-2607 


Tastee-Freez Will fan 


Magazine Ads for 


Its Multiplying Soft Ice Cream Stores 


Cuicaco, Feb. 11—Tastee-Freez | 
Corp. of America, a chain of “soft | 
ice cream” stores, has its sights, 
set high for 1953. The company | 
now has 500 outlets. By the end of 
the year it expects to have 1,200. 

One of the half-dozen or so big 
companies in the soft ice cream 
field, Tastee-Freez calls itself the 


More and More — 
New-Type Films 
Coming to Fore 


3-Dimension Bandwagon 
Gets Crowded; Oboler’s 
‘Bwand’ Gets Big Play 


New York, Feb. 12—The motion 
picture industry this week con- 
tinued its rush to get on the three- 
dimension bandwagon. 

Pace setter in the competition, 
as far as the public is concerned, 
is United Artists, which has taken 
over distribution of Arch Oboler’s 
big box office draw, “Bwana Dev- 
ag 

This movie, which Mr. Oboler 
produced independently in Africa 
(background shots) and California 
with Barbara Britton and Robert 
Stack in the leading roles, has been 
breaking house records in theaters 
throughout the country. 

Billed as the “world’s first and 
only full-length feature in three 
dimensions,” the color film comes 
to the big city Feb. 18, opening at 
Loew’s State in Manhattan and 
Fox Theater in Brooklyn. Newspa- 
per ads and TV spots are being 
used to advertise the attraction. 
Two weeks later it will bow in 
more than 100 neighborhood 
houses throughout the city. 


= Based on the story of a pair of 
lions which halted the construc- 
tion of a railroad early in 1900, 
“Bwana Devil” is the second big- 
gest money maker among recent 
releases. United Artists reports 
that three laboratories have been 
unable to keep up with the de- 
mand for prints of the film. It 
has broken box office records in 
many cities. 

Theaters need only a _ simple 
synchronization device and an 
oversize reel to adapt their present 
equipment for exhibition of this 
three-dimensional movie; the cus- 
tomers are equipped with Polar- 
oid glasses. The drama was pro- 
duced by the natural vision proc- 
ess developed by Dr. Julian Gunz- 
berg, an eye specialist. 


“world’s fastest growing chain op- 
eration.” 

The first Tastee-Freez store 
opened in Los Angeles in March, 
1951. Today outlets are spread all 
over the U. S. and some 75 are lo- 
cated abroad—in Canada, Puerto 
Rico and Hawaii. 


@ The 1953 expansion program 
calls for stores to be opened up in 
Italy, North Africa, Mexico, Vene- 
zuela and the Mariana Islands. 

Tastee-Freez has a freezer plant 
operating in Puerto Rico and a 
new one is scheduled to begin pro- 
duction this spring in Turin, Italy. 

To spark the U. S. drive, Tastee- 
Freez has increased its ad budget 
by 35%. Except indirectly, the na- 
tional ad campaign does not pro- 
mote Tastee-Freez to the consum- 
er. It is designed, instead, to get 
store operator prospects. 


® Fractional b&w pages will run 
in the April issues of Argosy, Pop- 
ular Mechanics and True, to be 
followed in the summer months 
with similar-size ads in The Satur- 
day Evening Post and other na- 
tional magazines. 

Copy stresses the high profits 
which can be made with a Tastee- 
Freez franchise. AA’s Jan. 5 story 
on the Carvel chain operation in- 
dicates that such profits are quite 
possible. 

The headline in the Tastee-Freez 
ads reads: “$5,000 to $10,000 Profit 
in a 30-Week Season.” The ad goes 
on to say: “To own a Tastee-Freez 
store you need not give up your 
present job. Your wife or family 
can operate the store in the day- 
time; you can operate it evenings 
and weekends, gradually working 
into full time.” 


= Readers of the ad are told that 
an outlay of only $2,573 is needed 
to open a store. 

A special box in the ads is aimed 
at iot owners and realtors, point- 
ing up the advantages of leasing 
locations for Tastee-Freez outlets. 

The soft ice cream made by 
Tastee-Freez differs from regular 
ice cream in that it uses a greater 
proportion of milk solids as a sub- 
stitution for butterfat. 

Tastee-Freez stores sell cones, 
sundaes, malts and pint and quart 
packages for home consumption. 
Various-size cones sell for 5¢, 10¢, 
15¢ and 25¢. Sundae prices range 
from 10¢ to 30¢. 

Tastee-Freez headquarters are 
in Chicago. Its agency is Silver- 
man Advertising Agency here. 


Canada Nash Boosts Gibson 


Nash Motors of Canada Ltd., 
Toronto, has promoted Reg A. 
Gibson to general sales manager. 
Mr. Gibson joined the company in 


The trade will be watching with 
interest to see what effect, if any, 
“Bwana Devil’s” invasion of New | 


York will have on Cinerama. The | manager of Bristol-Myers Co. of 


1950 as purchasing agent. 


Bristol-Myers Boosts McBrien 
Fred R. McBrien, v.p. and sales 


mission to operate on 100,000 watts | atter projects three separate films| Canada Ltd., Montreal, has been 
radiated power. The station has|0M a curved screen, giving the | promoted to executive vice-presi- 


been operating on 16,720 watts. | 


(Continued on Page 76) 
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NARTB Creates Four 
New V.P.s: Various 
Titles Are Altered 


New York, Feb. 10—A staff re- 
organization resulting, among oth- 
er changes, in the creation of four 
v.p.s, has been approved by the 
board of directors of the National 
Assn. of Radio and Television 
Broadcasters. 

Robert K. Richards, who has 
been assistant to the president and 
director of public affairs, becomes 
administrative v.p. Richard P. Do- 
herty, who has been director of 
employe-employer relations, and 
Ralph W. Hardy, director of gov- 
ernment relations, become v.p.s 
but will continue in their respec- 
tive specialties. Thad H. Brown 
Jr., director of TV and counsel to 
the TV board, becomes v.p. and 
counsel in charge of TV affairs. 


# In order to avoid the confusion 
caused by the fact that both staff 
members and members of associa- 
tion boards have been designated 
“director,” all directorships at the 
staff level have been eliminated. 
The title “manager” has been sub- 
stituted instead. 

Among other changes are these: 
Richard M. Allerton, research di- 
rector, becomes research manager; 
Oscar Elder, assistant public af- 
fairs director, becomes publicity 
manager; Neal McNaughten, en- 
gineering director, becomes en- 
gineering manager, and Fran Riley, 
information assistant in the public 
affairs department, becomes editor 
of association publications. 

Also, John H. Smith Jr., FM di- 
rector, becomes manager of the FM 
section. In addition, Mr. Smith as- 
sumes responsibility for the as- 
sociation’s promotion, with the full 
title of manager of promotion and 
FM. William T. Stubblefield, di- 
rector of station relations, has been 
named department manager. 


= Unaffected in the realignment 
are Judge Justin Miller, who con- 
tinues as chairman of the board 
and general counsel of the associa- 
tion, and Edward H. Bronson, who, 
as director of TV code affairs, also 
reports directly to the NARTB 
chief executive. 

Messrs. Richards, Doherty and 
Hardy will be retained in their 
new posts under three-year con- 
tracts, as will C. E. Arney Jr., 
secretary-treasurer. In the past, 
Mr. Arney has been elected for a 
one-year term by the board. 

The reorganization was effected 
under a proposal made by Harold 
E. Fellows, association president. 

Pa 


McGraw Buys Control 
of Old Town Corp. 


New York, Feb. 11—James H. 
McGraw Jr., former board chair- 
man and president of McGraw- 
Hill Publishing Co., has purchased 
majority control of Old Town 
Corp., manufacturer of typewriter 
ribbons, carbons, spirit supplies 
and duplicating equipment. Mr. 
McGraw, who retired from Mc- 
Graw-Hill two years ago, plans to 
take an active interest in opera- 
tions of Old Town Corp. 

Joseph S. Eaton, Old Town 
board chairman, announced the 
election of Charles S. Roberts as 
v.p. and Borden R. Putnam as v.p. 
and treasurer. 

Mr. Roberts formerly was a 
senior associate of Stewart, Doug- 
all & Associates, marketing and 
management consultant. Mr. Put- 
nam, who resigned as a partner of 
J. K. Lasser & Co., public account- 
ant, formerly was treasurer of 
McGraw-Hill Publishing Co. 


Tobin Joips J]. M. Mathes Inc. 


Andrew J. Tobin, formerly with 
Charles Brunelle Co., Hartford, 
Conn., has joined the public rela- 
tions and publicity division of J. 
M. Mathes Inc., New York. 
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idvertising Age, February 16, 1953 


GENERAL’S ONLY STATION—Until recently, General Tire & Rubber Co. refused to 


franchise a tire dealer if he handled gasoline. But William O'Neill, 


General's 


president and an annual Florida vacationer, found an ideal spot in Miami Beach 
for a gas station. Pictured above is the result: General Tire’s sole entry in the serv- 
ice station field. 


President O'Neill Takes a Vacation; 
Now General Tire Owns a Gas Station 


By Ben Schneider 
Miami Beacu, Feb. 11—Under 
ordinary circumstances, the open- 
ing of a gas station would prob- 
ably merit a line or two in the 
business section of a newspaper. 
But the recent 


Rubber Co.’s 


an event 

smacked of 

premiere. 
The 


unveiling of the 
General Tire & him all these years not to have 
su- his company represented in this 
per-duper service, area. Without consulting company 
Station here was) officers or the board of directors, 
that he engaged the services of Igor 

a! Polevitzky, an outstanding archi- 
Hollywood movie’ tect, 


ing area in the country, and every 
state in the Union is represented 
by the people who flock here the 
year ’round. Just stand on the cor- 
ner in front of the service station | 
and within a few hours you will 
note the variety of license plates.” 
Mr. O’Neill said it has bothered 


and went ahead with his 


| plans fora deluxe service station. 


unique 


The structure was almost half 


structure of the|completed when he decided it 


William O'Neill 


topped by 
blazing neon sign on top of a 100- 


foot pylon, represents a milestone | 


| 


building, which is | might be a good idea to let other 
a General Tire executives in on what 


he was doing. He realized it might 
have repercussions, and was pre- 


in the history of the tire company,| pared to assume personal respon- 
for it is the only retail outlet of) sibility, but there was no turning 
its kind in the entire organiza-_ back. When the formal opening 


tion. 


| took place, the top brass from Ak- 


Actually, it represents an about ron and the various divisional 


face for the company, for no Gen- | managers 


eral Tire dealer is issued a fran-| 


chise if he handles gasoline. Here 
we have a case where the com- 
pany itself, thanks to its president 
and a whim, has, broken policy. 


s Open 24 hours a day, and 
manned by a crew of 30 full-time 
employes, the station is under 
the guidance of William E. San- 
ders, general manager. It has an 
attractively decorated outdoor patio 
where a customer may sip a Coke, 
smoke, read a magazine, or watch 
television while waiting for his car. 
The ladies’ lounge—not a wash or 
rest room—is air conditioned and 
tastefully furnished. 

With the exception of the glass- 
enclosed office, the entire store is, 
in reality, outside. The displays of 
automobile accessories, from tires 
down to cotter pins, is outside— 
and all sales are consummated out- 


doors. 

As an extra added service, a 
gleaming white courtesy station 
wagon is always available to the 


customer, who will be driven home 
at any time of the day or night 
after depositing his car at the sta- 
tion for whatever work has to be 
done on it. A phone call to the sta- 
tion and the customer will be 
picked up at his home. 


s This “last word” in service sta-| 
tions came about as the result of | 


descended en masse. 
They took one look and gave Mr. 
O’Neill’s project their stamp of 
approval. 


= The operation was turned over 
to Mr. Sanders, brought in from 
Kansas City, where he won an 
award from the Brand Names 
Foundation for the best service 
station promotion. He sold his 
place in K. C. and moved the fam- 
ily to Florida. 

Here he merchandises the sta- 
tion to the hilt via newspaper ads 
and other printed media. He re- 
cently ran a slogan contest and 
more than 5,000 suggestions were 
submitted. Youngsters in the cars 
driving in get balloons and sticks 
of bubble gum. Others may re- 
ceive souvenirs like ash trays en- 
cased in a miniature tire. 

As for the service department, 


there are enough gadgets to drive | 


a mechanical nut daffy. Some, es- 
pecially designed for the station, 
resemble the creations of Rube 
Goldberg; but all are functional, 


f 


' 


| 


Pepsodent's Prexy 
Hopes His Son Will 


Become a Salesman 


New York, Feb. 10—Charles T. 
Lipscomb Jr., president of Lever 
Bros.’ Pepsodent division, wants 
his son to be a salesman. He tells 
why in an article in the current 
issue of Look. 

For one thing, he points out that 
the salesman’s career will be lim- 
itless, that he “will never be fenced 


in, never rolled into a rut, never | 
headed for a dead end. And be-. 


sides, he’ll make money.” 


Everything has to be sold, says | 
healih and, 


Mr. Lipscomb, even 
cleanliness, comfort and conven- 
ience, love and romance, fun and 
recreation and common-sense safe- 
ty measures. In the years to come, 
with the productive capacity of 
the country on the increase, he 
predicts that the job of selling, 
through advertising, merchandis- 
ing and personal contact, is going 
to be even more important than it 
is now. 


® Another argument given for a 
selling career is the way of life. A 
good salesman can’t be selfish, says 
Mr. Lipscomb. He has to learn to 
get along with other people, to de- 
velop qualities of leadership and 
powers of imagination, and to be 
in good physical condition, be- 
| cause “a salesman’s life is not an 
easy life. He has to keep his mind 
on edge and his character on the 
level.” 

Finally, Mr. Lipscomb sees the 
salesman as the foundation of free 
enterprise and the American high 
standard of living. “The guy who 
sells the goods is the one who will 
make a free, happy, successful 
world. 

“I want my son to be a part of 
that kind of world.” 


Hard Coal Industry 
Slates PR Campaign 


NEW York, Feb. 11—Even 
though the winter is running out, 
the anthracite industry is hatching 
a full-scale public relations pro- 
gram to boost the use of hard coal 
as a home fuel. 

Public Relations Management 
Corp., a group of 23 regional p.r. 
consultants in the U. S. and Can- 
ada, will direct the promotion for 
the Anthracite Institute and repre- 
sentatives of the producing and 
distributing arms of the industry. 

Principals of six of the seven 
p.r. consultants located in anthra- 
cite territory are acting as a plans 
board. Members include Paul New- 


some, Newsome & Co., Boston; 
John LaCerda, John LaCerda 
Agency, Philadelphia; Howard 


Mayer & Dale O’Brien, Chicago; 
Bryan Vaughan, Public & Indus- 
trial Relations, Toronto and Mont- 
real; Don Hogate, Washington, and 
Arthur Schmidt, executive v.p. of 
PRMC. 

The plans board will direct state 
and regional studies to determine 
local problems, with a view to 
providing on-the-spot assistance 
to retailers. In addition, policy 
committees of industry members 


| will work with the plans board to 


and considered the last word in car | assure direct retailer and pro- 


repair work, 
Sanders. 


‘Consultant’ to Take Display 
Industrial Consultant, Philadel- 
phia, will now accept display ad- 
vertising. The magazine is distrib- 
uted as a purchasing reference for 
companies in the Delaware Valley 
(Philadelphia) industrial area. In- 
sertions will be limited for a few 


the experiences of an annual win-| months until reader reaction has 
ter vacationer, who happened to! been learned. 


be William O'Neill, president of | 
General Tire & Rubber. 

“Greater Miami, or South Flor-| 
ida,” said Mr. O’Neill, in an ex- 
clusive interview with ADVERTISING 
AGE, 


“is the gateway to South) york, as its agency. Z. C. 
America. This is the fastest grow-| Barnes is account supervisor. 


_Eppens Smith Names Agency 
Eppens Smith Co., New York 
maker of Holland House coffee, 

has appointed Calkins & Holden, 

Carlock, McClinton & Smith, New 

(Jess) 


according to Mr. (ducer participation. 


| Canada Bendix Campaigns 


Bendix Home Appliances of 
Canada Ltd., Toronto, has sched- 
uled its largest advertising cam- 
paign to promote the Bendix 
Economat washer this year with 
800-line newspaper ads. Harold F. 
Stanfield Ltd., Toronto, is the 
agency for Bendix in Canada. 


Mitchell Joins McIntyre 
Dorothea Mitchell has joined O. 


E. McIntyre of Canada Ltd., Tor-, 


onto sales research and mail pro- 
motion consultant. Miss 
formerly was associated with 
Thompson & Sons, lithographer. 
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‘ENMORE DISTIAERIES COMPANY « LOUISWHAE, KY 


SWIMMING LESSON—Centering its spring 

ads on price appeal, Glenmore Distilleries 

Co., Louisville, has scheduled newspaper 

ads like this in major markets. D’Arcy Ad- 

vertising Co., St. Louis, is the Glenmore 
agency. 


Mitchell St 


Independent Sales 
Reps Offer National 
Service to Business 


PASADENA, Feb. 11—A means for 
licking the tough problem of na- 
tional distribution and sales is of- 
fered small and medium-size man- 
ufacturers in the newly formed 
National Network of Manufac- 
turers’ Representatives, with head- 
quarters here. 

The new organization makes 
available to these manufacturers 
an affiliation of independent man- 
ufacturers’ representatives located 
in 144 U. S. and foreign marketing 
areas. 

Executive offices here ure lo- 
cated at 140 N. Fair Oaks Ave. Re- 
gional offices are in New York, 
Chicago, Los Angeles and San 
Francisco. 


s Managing director of the group 
is Arch Riddell, president «f Rid- 
dell Co. & Deutsch, sales consult- 
ant and public relations counselor. 
Mr. Riddell also is executive di- 
rector of both the Southern Cali- 
fornia Assn. of Tobacco Distribu- 
tors and the Cigarette Vendors’ In- 
stitute of California. 

Other directors are Don L. Da- 
vis, president of the Gadyet-of- 
the-Month Club; M. L. Maxwell, 
v.p. of the National New Products 
Foundation; J. E. Meyers, v.p. of 
the National Gadget Manufactur- 
ers Assn.; H. W. Pearce, president 
of the California Consolidated 
Ceramic Companies, and Robert 
W. Turner, formerly housewares 
manager for Bullock’s and now 
industry account executive for the 
new group. 


Clark & Rickerd Alters Name 


Clark & Rickerd, Detroit agency, 
has changed its name to Clark & 
Robertz. G. H. Robertz Jr. has 
been a stockholder, v.p. and sec- 
retary, and a member of the board 
since joining the agency eight 


personnel will not be altered. 


Neon Products to Maish Co. 


Neon Products Inc., Lima, O., 
has appointed Jay H. Maish Co., 
Marion, O., 


tising and public relations. Plans 


| are to increase sales promotion and 


direct mail efforts. Byer & Bow- 
man, Columbus, previously had 
the account. 


Form Cincinnati Art Studio 


Alex Schmitt, James S. Moffett 
and Jack Gehring, commercial 
artists, have formed a new art 
studio to be located at 127 W Fifth 
, Cincinnati. It will be known 
as Schmitt, Moffett & Gehring Ad- 
vertising Art Studios. 


occa 30-Year Low, 
> Bedell Declares 


Retail Ads Hit 


LONDON, OnT., Feb. 10—Retail 


advertising has hit a 30-year low 
‘as far as effectiveness goes, ac- 
| cording 


to Clyde Bedell, ad- 
vertising consultant and ADVERTIS- 
ING AGE columnist. 

He told a meeting of 500 busi- 
ness men here that merchants 


\“have forgotten, if they ever knew, 
| what an advertisement is.” 


Mr. Bedell’s talk was sponsored 


‘by the London Free Press “to help 


merchants and business men get 
more results from their advertis- 
ing dollar, not to persuade them 
to spend more advertising dollars.” 

In his speech, Mr. Bedell said 
merchants and business men have 
been making easy money for so 
many years they now think adver- 
tising is unimportant. 


® He said effectiveness of the ad- 
vertising dollar has declined, ad- 
vertising costs have risen less than 
anything else you buy, and circu- 
lations have doubled. 

While advertisers are buying 
record volumes of space, he said, 
they are getting less for their ad 
dollar because business generally 
is good and merchants will not 
take the time to make sure they 
get the advertising they need. 

Items like fur coats and refrig- 
erators are not being sold, he said, 
because most people have one or 
the other, don’t want one, or aren’t 
ready to buy one. 

Copy for items like these should 
give details, he said. “The inter- 
ested prospect will read every line 
of that type and if it’s written well 
enough, it’s you they will buy 
from.” 


® However, he continued, mer- 
chants continue to fill white space 
in newspapers with a generalized 
ad about a line of clothes, or a 
make of refrigerator, and do little 
more than say that half the stores 
in town are carrying the same 
product. 

“You have to tell the prospect 
you reach through advertising 
space exactly what you have to 
sell, and why they should buy 
that particular product or serv- 
ice from you,” he said. 

According to Mr. Bedell, the in- 
terested prospect wants a friendly 
chat about the product—the same 
thing merchants try to give cus- 
tomers who are present in their 
shops. 

“You must tell the truth in ad- 
vertising. You must be accurate 
about specifications, about details 
and about quality,” he said. Never- 
theless, he said, copy can make 
products attractive to potential 
buyers. 


® Using slides to show good and 
poor examples of retail advertis- 


‘ing, Mr. Bedell told of two cold 


cream ads which appeared the 
same day for two large stores. The 


_ads were the same size and told of 
years ago. Present policies and) 


to handle its adver- | 


cream bargains. Both stores offered 
the product at the same price. 
The ad that was specific, sug- 
gested further use, had a mint 
sprig to suggest coolness, an eye- 
catching headline, and mentioned 
the previous price and the bar- 
gain price. This ad sold 1,008 jars 
of cold cream; the general ad for 
the other store sold only seven jars. 


To Fuller & Smith & Ross 


| 


Evelyn Barnes Peirce, formerly 
of Batten, Barton, Durstine & Os- 
born, has joined Fuller & Smith & 
Ross, New York, as production co- 
ordinator for the new Westing- 


house bi-weekly telecast, “Free- 
dom Rings,” which starts March 3 
over CBS. 
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Syndicate Tries to 
Stop Anheuser-Busch 
Sales in Chicago 


Cuicaco, Feb. 12—It was re- 
vealed here this week that 200 
west and north side tavern own- 
ers are being forced by hoodlums 
to stop stocking Anheuser-Busch’s 
Budweiser and Michelob beers. 

The story originally broke in 
the Herald-American and was la- 
ter confirmed by Anheuser-Busch, 


which said that some of its former 
had admitted being | 


customers 
threatened by “Syndicate” mob- 
sters. 


Virgil Peterson, head of the. 


Chicago Crime Commission, says 


that the gangsters have not been) 


pushing the brands made by the 


breweries reputedly controlled by. 
them. They are merely trying to. 
force Anheuser-Busch to pay off. 


the syndicate or lose its Chicago 
trade, he asserts. 


State’s Attorney John Gut- 


“Anheuser-Busch feels perfect- 
ly safe in carrying on its business 
in Chicago, due in large measure 
to the activities of the law en- 
forcement officials, an alert press 
and radio.” 


McConnell Heads C-P-P: 


knecht has asked Anheuser- 
Busch to send him the names of 
the tavern owners so that he may 
question them in an attempt to 
break the syndicate’s racket. The 
brewer has agreed to cooperate. 


s August A. Busch Jr., president. 
of Anheuser-Busch Inc., has sent’ Little Is Board Chairman 

ApvVERTISING AGE the following! The board of directors of Col- 
statement from the company’s St | gate-Palmolive-Peet Co., Jersey 


j . | Cit 
Louis headquarters: | Lity, € 
“ : ‘<¢_ | Connell president of the company, 
oi daca be po | effective March 1, to succeed Ed- 


compromised with illegal forces. | 


chairman. Mr. McConnell resigned 


not do so now or at any t’me in| Jan. 5). 
the future. | James A. Reilly, executive v.p. 
“Anheuser-Busch ‘in charge of soap sales, has been 


intends to lad a Gime 
continue doing business in Chicago | ©'C'€* 4 “rector. 


and elsewhere, as it always has, | 
with due regard for the laws and. Ruppert Appoints Friese 
Philip C. Friese, formerly sales 


with implicit faith that the Amer-_ 
ican people will, as they always Manager of the Chef-Boy-Ar-Dee 


have, refuse to be intimidated and | U@lity Foods division of Ameri- 


; é : can Home Foods Inc., New York, 
| defend their rights as Amer 1caN | has been appointed assistant gen- 
citizens to conduct legitimate 


. _eral}sales manager for Jacob Rup- 
| business. |pert Brewery, New York. 


has elected Joseph H. Mc- | 


ward H. Little, who becomes board > 


We did not do so during the long as president of National Broad-— 
years of prohibition and we will | casting Co. to take the post (AA, | 


ONE MILLION PEOPLE with a buy- 
ing income of $1,500,000,000 


live in Iowa’s central 52 counties. 


THE DES MOINES DAILY REG- 
ISTER and TRIBUNE reaches 71% 
of these households . . . minimum 
coverage 40%. Des Moines (Polk 


County) 97% coverage . . . addi- 


tional 51 counties 63% coverage. 


This is an “A” schedule newspaper 


in a BIG, MUST Market. 


ABC Circulation September 30, 1952 


369,807 


eee I ne 


Advertising Age, February 16, 1953 


Highlights of the Week's News — 


A good ad doesn’t always sell. Rosser Reeves, Ted Bates & Co. copy 
chief, tells how penetration studies test the real sales impact of 
advertising 

Paramount cash is expected to revitalize ABC network 
But FCC okay of merger makes Zenith and DuMont unhappy and 

| brings out sharp differences on number of issues. See background 

| story on Page 75 

_A proposed $100,000 probe of Post Office gets approval of the Senate 

postal committee Page 2 

| Tastee-Freez soft ice cream chain plans 100% expansion in 1953 

on 

|General Tire opens super-duper gas station in Miami Beach. ..Page 3 

Indianapolis man gets Packard franchise, opens up for business and 
rr re i CO OO se Jn Veale d tacts scars acaeeees 

Toledo’s water commissioner has developed a new program rating 
system for TV. He relates viewing to water pressure ...... 

Field & Flint boosts shoe sales by revamping ad strategy. ....Page 50 

A Boston agency finds specializing in sporting goods pays off by 
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eee See SOR OCOUON -s. 5 7-5 s.2% cc 9.004 d kad 48% 6% o 08 Page 60 
REGULAR FEATURES 

Advertising Market Place ...70 Mail Order Clinic ............ 56 
Coming Conventions ........ 63 CO 41 
Creative Man’s Corner ....... 54 Photographic Review ........ 68 
Department Store Sales ...... 18 Production Tips ............. 55 
OE ee eee oe 12 a: 12 
Employe Relations .......... 56 Salesense in Advertising ....54 
Eye and Ear Department ... .54 This Week in Washington ....77 
Getting Personal ............ 28 Voice of the Advertiser ...... 58 
Information for Advertisers . .70 What They’re Saying ........ 12 
Looking at Retail Ads ........ 56 You Ought to Know ......... 66 


Issues Institutions Catalog |chitects, decorators and designers 
Domestic Engineering Co., 1801 Serving institutions. Individual 

Prairie Ave., Chicago, has issued copies sell for $10. 

its — edition of ‘Institutions | 

Catalog Directory.” It has the cat- | 

alog material of almost 400 manu- | Marquette to Bruce B. Brewer 

facturers and processors selling) Wes Marquette has been ap- 

the institutions market. Advertis- | pointed an art director in the Min- 

ers’ copies also have a list of prin- neapolis office of Bruce B. Brewer 

cipal food service equipment & Co., Minneapolis. Mr. Marquette 

dealers, janitor supply houses, and | formerly was a partner in Matson 

food wholesalers and a list of ar-' Marquette & Soash, St. Paul. ; 


This is the size we bottle for the 
Growing Greensboro Market!" 


THINGS BEGIN TO POP when your advertising hits the 
690,000 people in the 12-county ABC Growing Greensboro 
Market . . . These folks—1/6 of North Carolina’s 4-million 
total population—account for 1/5 of the total retail sales of 
nearly $3-billion, here in the South’s Leading State! ... 
Whether you want to sell food, general merchandise, apparel, 
lumber, furniture, or gasoline—you can count on the Growing 
Greensboro Market to come up with 1/5 of North Carolina’s 
sales potential in these classifications . . . Biggest and best 
tool to deliver this major market is the 100,000 daily circulation 
of the GREENSBORO NEWS & RECORD... 


Only medium with dominant coverage in the Greensboro 12-County 
_ ABC Market, with selling influence in over half of North Carolina! 


Figures from Sales Management 


Greensboro 


News and Record 


| GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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. $6th in a series 


Surveys by 3 New York Department Stores Prove: 


You can reach 
NewYorks best customers 


for less money 
in the HERALD TRIBUNE! 


It’s basic that charge account customers are the best customers...charge 


slips prove they buy more, run higher than the cash and carry! Now 
a series of recent studies by three New York department stores show 
that you can reach more of these charge customers for less money—in 
one newspaper ...the Herald Tribune! No matter what you're selling 
... these best customers in the Herald Tribune Quality Market mean 
more business—and more profitable business—for you! Find out all the 
facts about this Herald Tribune Quality Market...and this newest 
evidence that to sell at a profit in New York you must use the news- 
paper that delivers the Profit Portion of the New York Market! 


NEW YORK 


Herald Tribune 


For Full Details, Write Market Research Dept. 
230 West 4st Street, New York 36,N. Y. 
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Mann to ‘Nursing World’ 


selor, has been appointed 
for Nursing World, 
New York. 


Harold F. Mann, market coun- 


| Biow Shifts Napoleon 
1 Arthur Napoleon, head of the 
mid- TV commercial production depart- 


western advertising sales manager ment of Biow Co., is moving his 
\ ublished by | headquarters from New York to 
Nursing World Publications Inc.,| Hollywood, where he expects to 


| develop new video productions. 


om me as 


: In the Quad-Cities 
..-over 57% of 
the people live on 
: the Minois side 


Zhe MOLINE Disedted 
| wh, ROCK ISLAND 70agus 


ub, © 


Detroit, Feb. 10—A _ newly 
franchised dealer is going to be 


automobile retailing. 


the Indiana metropolis. | 
According to Fred J. Walters, | 
Packard v.p. and general sales | 


Advertising Age, February 16, 1953 


New Packard Dealer's Selling Called 
a Model for Large Scale Auto Retailing 


with the growing Packard dealer 


campaign. In addition, he gave 
away prizes valued at $6,900, in- 
|cluding the down payments on six 
‘Packards and Clippers. 

His advertising over a seven- 


organization will make him one day period included 300 radio 


According to Packard statisti- 


The dealer, John L. Ramp of In- cians, he broke all sales records 
dianapolis, president of John Ramp for Packard dealers during the host at a press luncheon, when 
Inc., sold 151 cars last week during | promotion. His total score for the the announcement of his appoint- 
a five-day open house held to cele- | period was 70 new Packards and | ment as a Packard dealer was 
brate his representing Packard in| Packard Clippers, 81 used cars, made to Indianapolis newspaper 


50 more orders expected within a 
week and a list of 41,000 names. 
As an indication that Ramp was 


mended to the company’s other ards and Clippers went to owners 


openings. 


m™ dealers as a model of dealership of competitive makes. All it takes, 


Mr. Ramp says, is hard hitting 


‘sales promotion and intensive ad- 


# Mr. Ramp, formerly Indiana’s| Vvertising. These he regards as still 
largest dealer for another make the best tools in a salesman’s kit. 


of car, used almost every promo-| 


tional idea known to the business, # He invested a total of slightly 
_to launch himself and associate his over $10,000 in advertising im- 
‘name with Packard. His contract mediately before and during the 


For Naturalizer shoes... , 


He | a golden sand still life in 
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*K CHICAGO 

601 North Fairbanks Court 
HOLLYWOOD 
(Ray Patin Productions) 6650 Sunset Boulevard 
oe NEW YORK 

$3444. affiliated with Thompson Associates @ 40 E. 51st St. 
DETROIT 

1928 Guardian Building 
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When the Brown Shoe Company of 
St. Louis introduced a new shoe color 
called Golden Sand, its agency, Leo 
Burnett, prepared a layout for a full- 
color magazine ad, and called upon 
Kling photographers to execute it. 


Before the shot could be set up, other 
departments in Kling’s versatile organ- 
ization had some preliminary work to 
do. Our property department rounded 
up some fine-grained sand, a piece of 
driftwood, a rope, and a gold coin. A 
Kling display artist cut a fish out of 
white cardboard: When the background 
was completed, the shoes and matching 
handbag were placed in the proper 
position. This required careful compo- 
sition, because one shoe was to be in 
straight profile, one straight down, and 
the third at an overhead angle. Kling 
cameramen took special pains with the 
lighting to eliminate all shadows. 


After a black and white photo had 
received agency approval, a carbro 
print was made and expertly retouched. 
Color correction was unusually impor- 
tant on this assignment, in order to 
achieve the true Golden Sand color of 
the leather. 


We devote loving care to every mi- 
nute detail at Kling, because we know 
that quality is the paramount require- 
ment of our clients... Whether your 
photographic job is large or small, let 
us produce it for you in the way it 
should be done—to highest artistic 
standards! 


Now on the presses! Our new booklet of inside infor- 
mation about Kling services. Write for your free copy. 


your only single source for: 
PHOTOGRAPHY 
DISPLAYS 
ADVERTISING AND EDITORIAL ART 
MOTION PICTURES 
TELEVISION FILMS 
SLIDE FILMS 
SALES TRAINING 
AND MAINTENANCE MANUALS 


served up to Packard Motor Co. of the world’s largest Packard! spots, 40 television spots and 20 
dealers as a model of large-scale dealers. 


|/hours of radio programs which 
| originated in his showrooms. 
| Prior to the opening, he was 


|business and automotive writers 
| and radio news editors. O. F. Frost, 
assistant general sales manager, 


manager, the five-day selling spree working virgin soil where Pack- | explained Packard’s 1953 program. 
was so successful it will be recom- ard is concerned, 67 of the Pack- 


= The dealership then took page 
newspaper ads, supplemented by 
the radio and TV spots, to an- 
nounce daily happenings at the 
showroom. Some 10,000 invitations 
were sent to prospective buyers. 

Each afternoon, the showrooms 
were used for a 34-hour disk 
jockey show. At dinner time, a 15- 
minute sportscast was beamed to 
Indianapolis homes. Ramp lined 
up baseball, football and basket- 
ball stars for personal appear- 
ances and for the broadcasts. 

A special “Ladies’ Day” and 
'“Suburban Day” were held and 
| throughout the promotion a sound 
truck spread the word through 
Indianapolis streets of the prizes 
and entertainment. 


s Visitors were invited to take 
demonstration drives in new cars 
and upon their return were intro- 
duced to salesmen who showed 
them the dealership’s service fa- 
cilities and features of the new 
cars. 

Those not interested in new 
cars were shown a good supply of 
clean used cars. Concurrent classi- 
fied advertising called attention to 
this phase of the promotion. 

Mr. Ramp’s signing is a part of 
Packard’s expansion program, 
which includes a goal of adding 
25% more dealers on a selective 
basis and a car production in- 
crease of 80%. Since the introduc- 
| tion of Packard’s new line 60 days 
;}ago, another production line has 
| been opened for the exclusive out- 
| put of Clippers. 
| According to company spokes- 
/'men, orders have been received 
vat twice the rate of any similar 
'period since World War II and 
|72% more persons are now em- 
|'ployed than a year ago. 


Martfree Loses White Cross, 
Closes Chicago Office 


Marfree Advertising Corp. shut 
down its Chicago office last week 
after the White Cross Insurance 
radio advertising account went to 
Schwab & Beatty in New York. 
Marfree will handle the accounts 
it previously handled in Chicago 
;out of New York. 
| Schwab & Beatty has been han- 
'dling all but radio advertising for 
| Bankers Life & Casualty Co., Chi- 
cago, which operates White Cross. 
An official of Bankers Life told 
| ADVERTISING AGE that the company 
| had been quite satisfied with Mar- 
free but that it had decided to 
‘consolidate the account because 
‘the “load of business” required 
‘simpler communications petween 
ithe company and its agency. 


Consolidated to Sawyer 


| Consolidated Trimming Corp., 
|New York, manufacturer of trim- 
|ming and accessory products for 
|home furnishings, has appointed 
James P. Sawyer Inc., New York, 
to handle its advertising. 


| Levitan to Join Boyle 


Maurice A. Levitan will resign 
as executive v.p. of Luggage & 
Leather Goods Manufacturers of 
America Inc., effective March 1, 
to become president of Boyle 
| Leather Goods Co., New York. 


_Baehner to Savage & Talley 
Jack Baehner, formerly associ- 
ated with L. W. Roush Co., Louis- 
ville, has joined Savage & Talley, 
Cincinnati agency, as production 
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When your home product ad runs in the WOMAN’s HOME their 4,188,000 children. Which, incidentally, is the larg- 
COMPANION, it reaches more than 4,300,000 women est juvenile market offered by any women’s service book. 
already in a home-and-family mood. 


Ads and service articles in the COMPANION are not 


The subject on your mind is the subject on their minds. competitors. They’re good companions. 


That’s why they read the COMPANION in the first place: 
to learn more about the care of their homes, their hus- Doesn’t it make sense to tell your story where women 
bands, their personal appearance. . . and above all, are genuinely interested in what you have to say? 


Tithe WUcmons Home, Companion, home, produ 


(CURRENT CIRCULATION MORE THAN 4,300,000) 


ano tho eu (jects on the nondone mind. 


THE CROWELL-COLLIER PUBLISHING COMPANY — 640 FIFTH AVE., NEW YORK 19, N.Y. = PUBLISHERS OF COLLIER’S, THE AMERICAN MAGAZINE, WOMAN’S HOME COMPANION 
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Hooper Scorches 
Fellow Raters in 
Panel Fireworks 


(Continued from Page 1) 


ing about this meeting under that 


appreciative. Previously no one rating service is right... 

has given as much as a tinker’s| “The correctness of a rating is 
damn about my sensibilities. May- not a matter of opinion. It is a 
be it’s a new trend. I might even matter of fact. The audience to a 
learn to like it. program is there, ready and willing 
| to be counted. When I say that the 
'size of the audience is a matter 
|of fact, not opinion, I mean that it 
is a number. It is 1,000,000 or 500,- 
| 000. 


. “If two ratings are different it 
|cannot be said that they are dif- 
ferent because they measure dif- 
ferent things. The two are meas- 
uring the same thing: The audi- 
ence. If the audience is a fact and 
measurements of it don’t agree, 
either one or both of the meas- 
|urements is wrong.” 

Though not mentioned by name, 
the first competitor whose “limi- 


100%, among biggest-buying | GE ae 
~ families with children! 


recall technique as employed by 
Mr. Hooper said that a tuning Pulse, which he did mention by 


| title before it was changed. It is measurement is “acceptable” if name in a series of charts. 
the advertiser’s delicate sensibili- the cost and speed are “right,” | 
| ties which are being offended be- | the number of homes metered is tion, which Mr. Hooper said is be- time of previous watching, be- 
cause all the ratings are not right. “big enough and representative,” ing shown to agencies to explain tween program names, between 
delicate sensibilities. 1 am most I think we should talk about which and “the meter is hooked up to 


Referring to a Pulse presenta- 


| 


why Pulse radio ratings are higher 


Advertising Age, February 16, 1953 


oe a OS i nee OE ARs oe 


| “The original title appealed to,tations’ were recounted by Mr., taken up by criticism of the roster-| of which are on your chairs, Mat- 
me. I had done considerable think- Hooper was A. C. Nielsen Co. 


thew N. Chappell attributes the 
cause of such roster-recall mistakes 
‘by respondents to ‘confusion’ in 
which program was watched, in 


station call letters. But the effect 


‘every receiver in every home than Hooperatings in some cities, of this evidence is not mereiy to 


| 


(which has never been accom- | Mr. Hooper said: 
plished) .”’ | “I have not previously reacted 
The man whose name is prac- anywhere to this competitive on- 
tically synonymous with telephone’ slaught. Sooner or later I suppose 
coincidental ratings suggested that I should. This platform rather 
the Advertising Research Founda- than a law court seems like a good 
tion in its analysis of ratings meth- place.” 
ods should make a careful exam- 
ination of this last point to see if # As one of the reasons for the 
there are proper proportions of| variance between Hooper and 
employed persons living alone, Pulse individual city figures, Mr. 
employed couples and families Hooper quoted Hugh Halff, owner 
typically “away from home.” ‘of WOAI-TV, San Antonio, on the 
fact that four programs, usually 
= Mr. Hooper said the meter as aired on his station but not carried 
it is currently in commercial use during the period of Oct. 11-14, 
is not “adaptable to local audi- 1952, received substantial Tele- 
ence measurement” and provides pulse ratings for these dates on 
“nothing on the identity of the which they were not broadcast. 
people” who make up the audience.. Mr. Hooper continued: “In a 


| 


Much of Mr. Hooper’s time was critical analysis of methods, copies 


Consumer Buying Panel 
Available in Baltimore! 


The Baltimore News-Post, working through the Household Survey Group, has organized a permanent 
consumer buying panel which will keep advertisers in constant touch with the buying patterns in 


the Baltimore market. 


Who Is On 
The Panel... 


A carefully screened sample made up of 400 housewives from 400 


families who typify the Baltimore market as a whole. 


How Does 
It Work ..5. 


Each week the housewives on the panel record in a special diary 


their day-by-day purchases in 26 grocery and 7 drug and toiletry 


classifigations. 
What Does The : 
Panel Reveal. . 


Baltimore News-Post advertisers will have access to up-to-date in- 


formation on consumer purchases and source of purchase by product, 
brand, size, package and price. Advertisers in The News-Post will be 
furnished this information at no cost. 


Additional 
Data ® 6@s«e#ee#es 


In addition, speciai cross-tabulations of panel data will reveal further 


information about the purchasing habits of Baltimore housewives. 
For example, advertisers can learn who buys their products and their 
competitors’ products. And the information will be detailed by age 
groups, income groups, racial groups and other significant groupings. 
Special reports will be supplied at cost price to News-Post advertisers. 


When Do The 
Reports Appear. . 


~ Regular food and grocery reports will be issued every two months, 


with the first report scheduled for January, 1953. Drug, cosmetic and 
toiletry reports will be issued quarterly, with the first report also 
scheduled for January, 1953. 


How Advertisers 
Will Benefit... 


They will know more about consumer purchasing habits in the Bal- 


timore market. They will get buying information while it’s fresh and 
new. The panel will show brand loyalty or brand switching. It will 
show Baltimore housewives’ reactions to test campaigns. It will also 
serve as a guide for testing advertising effectiveness and merchandise 


deals. 


For further information about Baltimore's largest evening newspaper and how to add the News-Post Consumer 
Buying Panel to your advertising, marketing and sales resources—call or write the Hearst Advertising Service 


representative in your territory. 


Baltimore News-Post 


Bought and read by more-than-half of Baltimore’s families 


Represented Nationally by Hearst Advertising Service with Offices in Principal Cities 


label the roster-recall method as 


‘unparalleled in inaccuracy. It also 
exposes and condemns it as worse 
than worthless—for here before 
your eyes is evidence that its fun- 
damental research tool, the roster, 
can and did develop completely 
false, even impossible audience in- 
formation.” 


s The fourth method, represented 
on the panel by the American Re- 
search Bureau, was described by 
Mr. Hooper as having “one flaw,” 
which is attributable to the fact 
that the diary panel members are 
human. “It is highly inaccurate in 
size measurement...One _ single 
correction, such as used by the 
diary proponent on tonight’s panel, 
will not eliminate the diary inac- 
curacy.” 

Second man up before the audi- 
ence was Dr. Sidney Roslow, di- 
rector of Pulse. Except for a face- 
tious reference to a Telepulse 
chart, which Mr. Hooper left on 
display on the easel, Dr. Roslow 
pretty much ignored what had 
gone before in his speech. 

Dr. Roslow gave his answer to 
“what happened that week in San 
Antonio?” only after a direct ques- 
tion frozn the floor. After profess- 
ing to be ready to “lose his soul 
like Nixon,” the Pulse head left 
the impression that the mistake 
occurred because the interviewer 
picked up a wrong program listing 
either from the station or the local 
newspaper. He defended his com- 
pany’s record for accuracy on the 
millions of time periods it reports 
on. 


a Dr. Roslow ended this explana- 
tion by asking Mr. Hooper: 
“What happened at KJBS, San 
Francisco, several years ago when 
Hooper reported a nighttime audi- 
ence for KJBS which signed off 
at 6 p.m.?” Mr. Hooper voiced the 
opinion that KJBS does return to 
the air for evening shows. 

James Seiler, director of the 
American Research Bureau, which 
uses the diary-panel system, dis- 
agreed with Mr. Hooper on the 
reason why ratings differ. 

“We get different ratings be- 
cause we're all measuring some- 
thing different,” Mr. Seiler as- 
serted. “Why? Because none of you 
have ever told us what you want 
measured.” 

What is a viewer? Is it some- 
body who watches half of a show? 
A few seconds? Is he a viewer if 
he doesn’t watch the commercial, 
Mr. Seiler asked. 

“The result is we all measure 
different things and we may all 
be right,” he said. 


es Mr. Seiler, who said radio-TV 
researchers are operating the 
“greatest philanthropic organiza- 
tion” in business, devoted the lion’s 
share of his time to telling how 
hard it is for the researchers to 
make’ ends meet. He estimated that 
the research companies are spend- 
ing $50,000 a month more than 
they take in from the industry. 

T. R. Shearer, Nielsen v.p., told 
how and why his company uses the 
Audimeter to collect “accurate, 
continuous information” on radio 
and TV audiences. He emphasized 
|the importance of a service which 
uses a sample widespread enough 
‘to give the total performance of a 
station and one with a projectable 
| base. 
| Nielsen clients employ the com- 
| pany’s data, he said, to determine 
cumulative audience, minute-by- 
'minute audience flow, the strength 
‘of day versus night time periods, 

the effect of a guest star on com- 
| peting TV ratings, ete. 
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BIG hand 


The retail grocer can prove either a motor 

or a brake to your branded product. A recent 
survey discloses that he has a big hand 

in what Mrs. Consumer has in her shopping bag 


when she leaves the store. 


If you enlist the food retailer’s support, he gears 
his selling motor to yours. If you ignore him, 
he steps on the brake—not because he wants to, 


but because he’s unprepared for your promotion. 


Get him on your side by telling him 

your story in SUPERMARKET NEWS. 

He’ll read it first in our paper, and he'll give it 
plenty of consideration, because he reads 

the news in our paper first; and since it is all 


news and ideas he must see and read your ad. 


In SUPERMARKET NEWS he will see your 
offer in time to do something about it . . . in time 


to dovetail into your promotion . . . in time 


for you to set the stage for his cooperation. 


Advertising forms close Thursday. Last minute 


news printed and mailed Saturday. Your 


ad is always news in SUPERMARKET NEWS. 


Women’s Wear Daily 


eDaily News Record 

Retailing Dail The Supermarket Industry’s Weekly Newspaper 
etailing Daily 

Footwear News 


oe Supermarket \ews 


Financial Manual 


A.A.T.T. Papers A Fairchild Publication e 7 East 12th Street, New York 3, N. Y. 
Blue Book Directories “Our Salvation Depends Upon Our Printing The News.” 
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How much does it'co 


F he draws a big enough crowd, a bear can earn every last berry you feed him. And 
I the trick with a bear—or with any kind of entertainment, in person, in print, or on 
the air—is always the same: to find a balance between how much an attraction costs and 
how much it attracts. A way that is gaining new conviction among America’s leading 
advertisers is network radio. For it continues to draw more people at less cost, prospect 


for prospect, than any other medium. It permits a rounded advertising program, with 
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frequency that keeps impressions fresh. And it leaves am~i> ‘unds for merchandising 
and dealer promotion. In radio, the costs of attractions, for the numbers they attract, 
are lowest on CBS Radio. It has more of the traffic-building top shows than all other 


networks combined... and its sponsors invest 24 to 178 per cent more than on the 


other networks. So draw the crowds on CBS Radio—where entertainment is like a 
bear that performs on a birdlike appetite. 


CBS RADIO NETWORK 


Where America Listens Most 
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We Could Use More ‘Barbarians’ 


“Our advertising society today has some barbarians loose in it,” 
Art Porter, vice-president in charge of media at Leo Burnett Co., told 
the Advertising and Sales Club of Toronto a few days ago. 

These barbarians, Mr. Porter averred, are “new and vigorous and 
uninhibited. They’re running amuck, clutching sheaves of $1,000 
bills, and their battle cry consists of new and startling merchandising 
ideas. 

“These barbarians are unafraid—they refuse to lie down before 
the Goliaths and die. They’ve torn up all the rules of the game and 
invented their own rules—they’re breathing fresh life into the arena 
of action. 

“Unless the Goliaths awaken to the presence of these new bar- 
barians, they’ll be stricken down with their slingshots.” 

We didn’t know that the lad who fought the original Goliath was 
a “barbarian,” but we’ll let that pass, because we believe Mr. Porter 
makes a point which ought to be made more frequently. 

One of the great merchandising difficulties—and one of the most 
potent criticisms of big business—is the lack of “barbarians” of the 
type to which Mr. Porter alludes. This kind of “barbarian” is the 
man or the organization who has relatively little to lose, and the 
hope of great gain, by not following the crowd and by not doing 
everything as it has always been done and as everybody else is 
doing it. He is the kind of person who has no particular interest in 
the status quo; the kind of fellow who doesn’t want to stay peace- 
fully in line; the sort of man who doesn’t “go along” very readily. 

He’s the kind of guy who is always upsetting association diehards, 
and old school tie boys, and the lads who have already arrived and 
don’t like being bothered too much. He’s the kind of person who isn’t 
satisfied to let well enough alone, but insists on trying to find some 
new and better way of getting the job done. 

In advertising, in recent years, this kind of barbarian has been 
pretty hard to find. In the past few years, there have been a few 
heartening instances to indicate that the tribe is increasing. We hope 
it multiplies. We could use a few more enterprising “barbarians” 
in this business. 


Make the Post Office a Business 


For the past five weeks ApverTIsING AGE has been presenting an 
unusual series of articles on the United States Post Office, written 
by Stanley E. Cohen, Washington editor of AA. Last week this series 
suggested that postal operation should be taken out of politics and 
turned over to a government-owned and regulated corporation. 

At almost the same time, President Eisenhower was telling Congress, 
in his State of the Union message, that, “with the cooperation of 
Congress. ..the Postmaster General will institute a program directed 
at improving service while at the same time reducing costs and de- 
creasing deficits.” 

We are encouraged that the postal situation should have been 
mentioned in the President’s address. One of the principal reasons 
for the series of articles AA has been running has been to make cer- 
tain that the Post Office is not completely forgotten in the press of 
administrative concern over foreign policy and other items. 

The fact is that the postal service—the one governmental function 
that is really “everybody's business”—is not as good now as it was 
10 years ago, and its deficits grow larger year by year. A good many 
things must be done to improve the picture, and we are not naive 
enough to believe that all of them will be done quickly. 

But there are encouraging signs that point toward a serious at- 
tempt to analyze the problems and provide reasonable solutions. We 
shall watch for progress in this area—progress based on realistic 
fact-finding and something at least resembling a non-political ap- 
proach to the problems. 
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“Understand he’s the only one they could find to write convincing copy on Giant 
Joe candy bars.” 


What They're Saying 


More Salesmen Needed 


quires many attributes of character 
which seem to grow scarce in this 
age of specialization. The salesman 
is necessarily an individualist. His 
success, and the cash in his pocket, 
are a direct measure of his indi- 
vidual capability. A good salesman 
must inspire confidence in his in- 
tegrity. Often he must have an en- 
gineer’s knowledge of technical 
matters and a manager’s know- 
ledge of production. He must have 
initiative, drive, and versatility to 
an extent which virtually no other 
occupation demands. 

Today our nation urgently needs 
more good salesmen. Ultimately 
the job of attracting desirable men 
must fall upon leaders and organi- 
zations in the field of retail, whole- 
sale, and industrial selling. Their 
job should not be too hard. They 
have only to sell a_ profession 
which offers exceptional oppor- 
tunities for material gain and for 
rapid advance to positions of re- 
spect and responsibility. Theirs is 
a profession which can absorb all 
the talent and energy and intelli- 
gence that a good man has. 

If today I were to talk to a young 
man, outstanding in those qualities 
and anxious to test his mettle, and 
yet not sure just how or where to 
get started, I would tell him: “Get 
into selling.” 


—From an article, “Get into Selling,” 
by Charles B. Sawyer, former Secre- 
tary of Commerce, in the Febuary is- 
sue of Opportunity. 


Women in Advertising 

In South America, women com- 
menced to work in offices as sec- 
retaries and clerks much later in 
the day than their sisters in the 
United States and Europe. Even 
now, those who hold executive 
and managerial posts are relative- 
ly few in number. 

Advertising for many years was 
| taboo as a woman’s job. Barrages 
of prejudice had to be broken 
| down before the fair sex trod upon 
| such supposedly dangerous ground. 
| They could safely work in such 
staid institutions as banks, rail- 
| ways, insurance companies, ship- 

ping agencies and commerce, but 
_ advertising had a touch of the 
fantastic and daring. 

It was a long time before a “re- 


To be a really good salesinan re-| 


| spectable girl” could dream of ap- 
| pearing as a model even if the il- 
_lustration could have passed with 
honour the rigorous censorship of 
the Lord Chamberlain of England. 

Yet things change and in the 
course of time girls started to in- 
filtrate the portals of advertising 
not only in the traditional roles of 
secretaries and clerks but as tele- 
phone receptionists. Curiously 
enough, the courtesy which today 
may be observed telephonically 
in South American offices owes its 
origin to the value the advertising 
man placed upon a pleasant and 
agreeable introduction to his pre- 
cincts... 

Men continued to hold the key 
jobs but they themselves eventual- 
ly advanced women to a higher 
plane. Men realized that female 
psychology, so vital to advertising, 
could only be penetrated by wom- 
en themselves. This is even more 
apparent in South America, where 
the male market investigator is 
seriously handicapped in female 
approach. A man cannot imper- 
turbably accost a woman in the 
streets and however innocent his 
intentions, the chances are that 
they will be misconstrued. In house 
to house calls he is likewise at a 
disadvantage. South America is not 
yet “market research minded”’. . . 

—Editorial in Facts and Comments, 


published by International Advertis- 
ing Service, Buenos Aires. 


Perms for Men 

Considerable editorial publicity 
in national newspapers and a spot 
in a Paramount newsreel, shown 
in 1,000 cinemas, has been ac- 
corded a permanent waving ma- 
chine for men which has been in- 
troduced by Callinan Giles & Co. 
Ltd. 


The machine is called the 
“Clubman” and Samson Clark & 
Co. Ltd. are handling the publicity. 

W. E. Rigler, general manager 


of Callinan Giles, believes they are 
paving the way for a new fashion | 
for men. “I estimate that 10% of) 
men will ultimately become po-| 


ing. At the moment we are doing. 
the market research, but when we 


ee te ean 


tential clients for permanent wav- 


do start advertising we will do it, 
in a big way,” he said. | 


—Advertiser’s Weekly, London, Dec. 25 | 
issue. \ 


Rough Proofs 


Henry Ford II hated to lose 
Paul Hoffman as head of the Ford 
Foundation, and the fact that he 
will resume being a competitor 
had nothing to do with it. 


Hays MacFarland puts top-flight 
copywriters in the $70,000 pay 
bracket, which most people will 
agree is nice work if you can get 
it. 


Courts have been so generous 
to idea claimants of late that David 
Solinger thinks advertisers may 
have to go underground. 


Queen Elizabeth and her coro- 
nation make such good copy that 
Eurcpe will get a record-breaking 
tourist trade in 1953 with a mini- 
mum expenditure for advertising. 


Now that Pepsi-Cola has 
adopted a new advertising theme, 
perhaps B. F. Goodrich should 
borrow for its new super-fast syn- 
thetic rubber process the phrase, 
“More bounce to the ounce.” 


Ozzie and Harriet inserted a 
plug for electric blankets in a re- 
cent TV show, and then Harriet 
spoiled it all by putting her cold 
feet in the small of Ozzie’s back. 


Commissioner Spingarn is in- 
dignant because of that Post arti- 
cle attacking the FTC, and wants 
to debate the subject with Dr. Wil- 
son of Standard Oil (Indiana), on 
TV, of course. 


Those advertising agencies in- 
vited to pitch for the $500,600 ac- 
count of the Maine Sardine Indus- 
try were well advised not to make 
canned solicitations. 


Drinking their favorite product 
doesn’t make you fat, says the 
French National Association of 
Cognac Producers, but who cares? 


A religious publishing house of- 
fers “unusual opportunity for ad- 
vertising man with experience to 
serve the Lord.” 

Just what kind of experience 
should he have had? 


Giveaway shows are not lot- 
teries, says a court decision, which 
may not have noted that most 
sponsors have already made their 
own decisions. 


Bayuk Cigars bought $100,000 
worth of insurance for their box- 
ing shows, but the best insurance 
is bouts like that of Olson vs. 
Hayes Feb. 7. 


If winter comes, and baseball 
teams start training for a new 
season, can spring be far behind? 


Copy Cus. 
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the 5* Dimension 


GIVES YOUR ADVERTISING BUDGET EXTRA POWER IN 


ELAWARE VALLEY, U.S.A. 


THE GREATER PHILADELPHIA MARKET 


Philade!phia area, over 
4 billion dollars yearly 


MANUFACTURING 


Delaware Valley Is World’s 
Greatest Industrial Area 


STABILITY 


Diversified 


abor f 
@ sure make” ni 


THE 


GROWTH CAPACITY AND POTENTIAL FOR DYNAMIC EXPANSION 


™* 


iy county ine if, 
By the first four factors, Delaware Valley SS ae \ ence : 
. \ c 
measures up foday as a top-paying market t ee \pegarem 


for your advertising dollars! Here in the rat PENK SEY LEAMA. COM 
_ enero 


Valley, industry spends 1% billion dol- / Ds 


: 1 Whi = CHESTER gia 
lars on expansion... 1% million fami mest ppt ( | 
lies keep retail sales climbing. The indis- / C4 Rye woe suminoToN 
. . ” ( Pe —_— t. ; 
pensable ‘5th Dimension” —the Growth P D+ 4 4 ee 
<< P / whmimeron / ta Gioucester \ cCAmoan 5" 
: Factor—assures greater future advertising eer © tL “coun \gounry 
ig ° / e/ ‘ Bae, i 
& returns for less. For coverage of this whole ec \ «Cin AN ERSEE 
% i \ 
ooming area, hundreds o - ° ww / 8 i hoe ATLANTIC 
b g , hundreds of best-reward 9 3 coun f 
, case pr A, Ct counry 
ed advertisers turn month after month [ com \\. ps 
Y UM / CUMBERLAND e 
to THE PHILADELPHIA INQUIRER. \\ manana 


=e The Philadelphia Pnguirer 


Constructively Serving the World's Greatest Industrial Area 


Exclusive Advertising Representatives : ROBERT T. DEVLIN, JR., 342 Madison Ave., N.Y.C., Murray Hill 2-5838; EDWARD J. LYNCH, 20 N. Wocker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, 
Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 © 1127 Wilshire Bovievard, Los Angeles, Michigan 0259 
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THE AMERICAN MAGAZINE MOVES AHEAD— 


Second in a series of progress reports 


40,920,000 


Readings for each issue of 
merican 


MAGAZINE 


THE 


ON NEWSSTANDS NOW! 


Read the February issue and see for yourself why American readers will turn to it 40,920,000 times! Including— 


Kenneth Harper’s story of Sherman Adams, the close- 

The Man mouthed, hard-driving Yankee from the backwoods of New 
Eisenhower Hampshire. who suddenly jumped from obscurity into one 
Calls Boss of the most important jobs in the world. He’s the man 


you've got to see if you want to see the President. 


Plus seven more timely articles—two thrilling short novels—six exciting stories—over a dozen more famous features, 
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Largest readership study ever made 
proves the Family Magazine field 


has Tremendous Advertising Values! 


by ES, this new study made by W. R. 
Simmons & Associates, and based on 
techniques every qualified research man 
can approve, shows why magazines of 
the family type have always produced 
the best results for advertisers. 

For example, The American Maga- 
zine’s 10.230.000 readers open and read 
their copies of each issue an average of 
4.0 times. That) means 40,920,000 
individual reading sessions with The 
American Magazine — and 40,920.000 
opportunities for your advertising to be 
seen, read, and acted on! As clearly 
proven by this extensive research, a 
monthly publication like The American 
Magazine has distinct advertising adv an- 


tages over weekly or bi-weekly periodi- 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y., Publishers of The American Magazine, Collier's and Woman's Home Companion. 


cals. In fact, The American Magazine 
vets more readings than any of the 
strictly family magazines studied and 
the second greatest number of readings 
among all the publications included. 

There's only one explanation for The 
American Magazine’s tremendous hold 
on its 10,230,000 readers. Month after 
month it provides the kind of attractive. 
wholesome, inspiring editorial matter 
that makes readers pick up their copies 
time and again. 

Yes. in its articles, stories, novels and 
features, The American Magazine is 
wonderful reading. And the response to 
it by the American public is as warm 
and wholehearted as it is unforced by 


high-pressure circulation methods. 


Magazine. 


Circulation Climbs to New High 


Circulation for January 1953 hit above 
2.700.000 to set an all-time. single-issue 
high! This was 250,000 above the cur- 
rent rate base. Although this ordinarily 
would justify a rate increase, The Amer- 
ican Magazine now guarantees advertis- 
ers current rate protection until January 


1, 1954. 


Coming Next — New Facts on 


Reading Time 


The American Magazine's next progress 
report will contain important new data 
about the total length of time readers 
spend with each issue of their magazines 
— another long-needed contribution to 


practical space buying. Watch for it! 


Detailed information about the number of readings for 
each of the magazines studied is available to advertisers 
and their agencies. To arrange an immediate presenta- 


tion of this data. call the nearest office of The American 


so a = i es a eS 
eae pe eee ieee 


ee 
out 
x 


y a yr Si Mage ee - eae LN ae i Marae a a 2 Ze Sei See es Cy ee ain Oo: eae eta a Got ee ee Lee ge Aa Ne A lee oF Sats EO att pen Shes le , soacetns ak ete a Oe 33 
ars aca roan art se : et ye Ay a oo ae een) eae» ie MER Sain ae err PE parr eye Cae MRI ah Eh Pon * aos on rier ee i aes ‘bis = ee Sie ps 
ey eae See eae eer i isc ee caer ee ; oe ae ee - Haig ‘ Re x . ‘ 
|" RMR 2 peng ee De ae oS a ry Be te eu ge os he ire Ae Meme a aN ee a ee ee ; f IP i ee Na ate ke meray Ree rer met ses Pe 
een. 20 Settee! SR aa ees ee: ngting’ Sie oes Peete tery id ee ies z a ae me = : ig : 
sash : \ - “ oer : x a 
by Tove cone 
( 
a 
Ei! 
tected 
< Roigeel ena 
TER ae 
ee eee 
ete eae 
Mere Poe 
ie Fors: 
TNC 
ea Te 
eee 
ae Toa 
120 
Brees at 
‘end 
Tae a 
a oe ae 
fa os 
cee ec, 
Las, ee 
a Se 
meas.” 
a 
met? 
Pe a 
fs ae 
eRe ceat 
Bt a 
a Pe , eat 
de igtecs 
PA ee 
a Ie ee 
alge 
cee ae 
lees ys 
ae "ibe 
S/T Be a = 
3 ‘ 7 . ii. . : | 
AS Cry a : 
aioe * NG % sa om 
fe Om, 2 fi FS PF ee al 
ee ere ys Be ; ae 
© gg anes 
: lia ae 
*e oe - = 
! . es . ‘secre 
. re es 
ane ed A q 3 ‘ Az) eet 
a2 f [> ; ae . ORES LURE PT REE LORS RE ARONA I A NIE TNE TO NLD N ENE sarees 
#1 ae Ses £ U Bs ce oh < ts 
k b tet ia we eagle oe 
g Pont ‘go: a agi 
€ io se oe | | 
: vi 4 ¥ ; pie 
ie % £ oe > ve 2: 
x ed ; Z: ge Ze 23 E 
. se oy 22 a eee 
¥ GPE 2 ope 
lf YS ae sae ae 
a ss Be os ee, x ig E 
4 4, .. (a 
« se i ae E 
4 7 ae a ge f) AE BEE es 
by oO A vn, he # 5A & ¥ 
"% * oe ‘ | 
Pte, “8 : * ie 
js The Os = Z “a ree 
Ma, ———a : | 
5 oe - Tae 
We, * ~ ¥ 
ne = j 02 oe a : 
ae a 
ee * eer 
Bes oe : vsti 
| ee . bh ela ea 
¥ 
be: : oy Curr Bs or ae ee we, ‘ te Ps ae r : ied . ee? ae a a J bs : a ts MeL id ; r iy ; : : eh ipo: re iy See 


16 


Buys Snell-Jones Tack Corp. 


Markman v.p. 


A group headed by Harold M. 
Weinberg and Michael Markman, R.I., has announced a 1953 adver- 
owners of American Tack Co., New tising program using trade jour- 
York manufacturer of thumb tacks | nals plus national, farm and crafts- 
and furniture tacks, has purchased | men’s 
Snell-Jones Tack Corp., Brockton, | American 
Mass., manufacturer of Presto cut | Farmer, Country Gentleman, Farm 
shoe tacks and nails and uphol-|& Ranch—Southern Agriculturist, 
stery tacks. Management of the| Farm Journal, Popular Mechanics, 
latter will be retained and facilities | Popular Science Monthly, Progres- 
will be increased. Mr. Weinberg|sive Farmer and The Saturday 
has been elected president and Mr.| Evening Post. N. W. Ayer & Son, 


Nicholson File Campaigns 
Nicholson File Co., Providence, 


publications, including 
Ironsmith, Capper’s 


| Philadelphia, is the agency. 


DERUS ASSOCIATES 


The Leader in Rapid Production 
and Effective Distribution of 
Radio Releases and News Mats 


Home Office 
420 N. MICHIGAN 
CHICAGO 11 
Phone SUperior 7-4360 


| Creates Separate Sales Group 


International Silver Co., Meri- 
| den, Conn., has established a sep- 
‘arate sales organization to handle 
\its line of stainless flatware. John 
|B. Stevens, manager of the promo- 
|tion department, has been ap- 
pointed manager of this new sales 
division, with Ernest R. Hackbarth 
'as assistant sales manager. 


-F&S&R Appoints Connor 

John W. Connor, formerly with 
| William Esty & Co., New York, 
has joined Fuller & Smith & Ross 


as an account executive in Cleve- | 


land. 


x 
# 
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EYE APPEAL—Pabst Brewing Co., Chicago, has introduced new label and packaging 
designs for its Blue Ribbon beer. Cans are now in gold and labels have gold foil 
borders with the Pabst seal against white. The same motif is carried through on all 
Pabst packing cases and cartons. Pabst failed to identify the young ladies admiring 

the display above. 


All Right... 


Let’s Talk TV “Ratings 


DVERTISEMENTS about ‘TV shows aimed at 
women buyers usually talk audience loy- 
alty, ability to sell, knowledge of the viewers 
—and skip over the part about how many 
people are looking. 


All right, let’s talk “ratings”: 


Current ARB survey for WPTZ’s “Let 
Skinner Do It” shows a high of 11.0. In terms 
of viewers that means 195,000 people watching 
at a given time. In terms of money it’s 69c for 
every thousand viewers watching .. . 14 view- 
ers for every penny spent! 


Now let’s talk ‘‘ability to sell”: 


A short while ago one of the nation’s largest 
manufacturers of a kitchen cleanser ran a test 
here in Philadelphia. He used the best known 
women’s shows on three radio stations and two 
television stations, including “Let Skinner 
Do It.” Each show used one announcement, 


and one only, asking the viewers to send in a 
box top for a premium. 


“Let Skinner Do It” pulled more returns than 
all other Philadelphia shows—radio and television 
put together! 


Whether it’s a vacuum cleaner or a cake 
mix, a tissue or a tangerine, if it’s bought 
mainly by women, “Let Skinner Do It” can 
sell it for you in Philadelphia. 


For the full story on this great program, give 
us a call here at WPTZ, or see your nearest 
NBC Spot Sales representative. 


WPTZz 


NBC-TV AFFILIATE 


1600 Architects Building, Phila. 3, Pa. 
Phone LOcust 4-5500 or NBC Spot Sales 
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Plastic Housewares 
‘Maker Starts First 
‘Magazine Campaign 


HENDERSON, Ky., Feb. 11—Tri- 
State Plastic Molding Co., maker 
of a line of plastic housewares, 
_will start the first national adver- 
_tising campaign in its history next 
/month. 

Robert K. Gibbs, Tri-State’s 
president, says the company has 
| entrenched itself in the retail field 
| through trade advertising and will 
/concentrate on brand name con- 
sumer advertising this year. 

The b&w one-column ads will 
| have the form of a column written 
by Trudy Star, Tri-State’s home- 
maker adviser, and will include 
household hints for best use of 
Tri-State’s products. 

The ads will appear in Every- 
woman’s, Family Circle, Successful 
Farming, Today’s Family and 
Woman’s Day. Ovesey, Berlow & 
Straus, New York, handles adver- 
tising, and Harshe-Rotman, Chi- 
cago, handles public relations. 


® Tri-State also will continue its 
cooperative dealer ad program and 
its trade advertising in Chain 
Store Age, Hardware & House- 
wares, Housewares Review, House- 
wares Review Directory and Na- 
tional Housewares Directory. 

Plastic boxes, made by Tri-State 
for industrial use, will be adver- 
tised in Food Engineering, Modern 
Packaging, Modern Packaging En- 
cyclopedia, Packaging Parade and 
Thomas’ Register of American 
Manufacturers. 

Mr. Gibbs says advertising 
helped spark the sale of more than 
1,750,000 Tri-State items last year. 
He predicts a 25% increase in 
sales this year. 


Art Exhibit Announced 

The 32nd annual exhibition of 
advertising and editorial art, spon- 
sored by the Art Directors Club, 
will be held in the Grand Central 
Art Galleries, New York, May 14- 
| 23. Deadline for entries is Feb. 27. 
Additional information can be had 
by writing to the club at 115 E. 
| 40th St., New York 16. 


Brown-Forman Boosts Hatton 


Edward F. Hatton, formerly 
regional sales merchandising man- 
ager, has been promoted to mer- 
chandising manager of the ex- 
port division of Brown-Forman 
Distillers Corp., Louisville. Mr. 
Hatton will be in charge of all 
sales promotion and advertising in 
all foreign markets. 


ABC Adds Four Stations 

American Broadcasting Co. has 
‘signed four additional radio af- 
filiates. They are KSLO, Opelousas, 
La.; KTIP, Porterville, Cal.; 
WTAC, Flint, Mich., and WVVW, 
Fairmont, W. Va. The last two 
stations will join the network on 
March 15. 


Mogul Names Wechsler 

Lewis S. Wechsler, formerly of 
Young & Rubicam, has been ap- 
pointed director of the radio-TV 
department at Emil Mogul Co., 
New York. Nat Eisenberg will 
continue as head of the agency’s 
TV production department. 


Simoniz Buys TV Show 

Simoniz Co., Chicago, has moved 
in as alternating sponsor of the 
“Big Story” (NBC-TV) with the 
original advertiser, American Cig- 
aret & Cigar Co. Sullivan, Stauffer, 
Colwell & Bayles is the agency for 
both companies. 


Caples Co. Is Renamed 

The European Travel Commis- 
sion has reappointed Caples Co., 
|New York, to handle its adver- 
'tising. Caples will also do pub- 
licity and public relations. 


Hoyt Elects Two V.P.s 

Edward T. Nettleton, who han- 
dles travel accounts, and Richard 
G. Pratt, creative staff member, 
/ have been elected v.p.s of Charles 
W. Hoyt Co., New York. 
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SHORT COPY in the public interest 


BPG 
js ... this week 


‘ i } 
an ; | 
id 

a“ 
, 

— 

Contributed by your outdoor advertising company as a public service ? “4 

/. 


bites 


_ a very valuable contribution to the Advertising Council's Religion 


in American Life campaign. 


. 7 
CHARLES FE. WILSON 
Chairman, Laymen’s Committee 


RELIGION IN AMERICAN LIFE 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


serving one-fifth ROCHESTER POSTER ADV. CO., INC. « RICHMOND POSTER ADV. CO. «+ E. A. ECKERT ADVERTISING CO. 
of the nation’s PORTER POSTER SERVICE * SLAYTON & COMPANY + THE HARRY H. PACKER CO. + BORK POSTER SERVICE 


consumers .. . CONSOLVO ADVERTISING CORP. « LEHIGH ADVERTISING CO. + MARYLAND ADVERTISING CO. 


JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. + THE PACKER CORPORATION 
WALKER & COMPANY «+ UNITED ADVERTISING CORPORATION + WHITMIER & FERRIS CO., INC, 


SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. «+ C. —. STEVENS CO. 


AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 « 
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18 
Elects Edward O'Reilly 


Columbia Mills Inc., Syracuse, 
has elected Edward F. O’Reilly 
president. Mr. O’Reilly joined the 
company in 1931 and has been 
v.p. in charge of sales since 1945. 
He is succeeded by Fred J. Sliney, 
sales manager. Henry B. Stamm, 
purchasing agent, has been named 
v.p. in charge of purchasing. 


Railroad Promotes Sicnolt 
Albert J. Sicnolf, on the adver- 


tising staff of Chesapeake & Ohio 
Railway, Cleveland, has been put 


in charge of the railroad’s new pro-_ 


Sales Gain Three Weeks in Row 


motion and merchandising section. 
Mr. Sicnolf will plan and supervise | 
C&O’s special events, displays and 
merchandising. 


KMPC Promotes Block 


for KMPC, Los Angeles, has been 
promoted to director of sales serv- 
ice. 


Better Go 


Here Type Can 


180 North Wabash Ave. 


J. M. BUNDSCHO, INC., Advertising Typographers 


- RAndolph 67292 - Chicago 1 


Bundscho! 


Serve You 


Department Store Sales... 


WASHINGTON, Feb. 


the nation’s department 


ese 


Advertising Age, February 16, 1953 


10—Sales in quarter topped an annual rate of 
stores 5,200,000 units, 


were 2% higher than those of a spring of 1951. National output of. 
Robert Block, director of traffic year ago in the week ended Jan. furniture rose 9% between Aug- 


31. 


It was the third straight weekly ume of new orders at last month’s| 


sales increase. 


The Federal Reserve Board also well above 1952 figures. During). 
|reported that sales in the four: the same period, radio-TV output |*% 
-and production of household ap-| * 


weeks ended Jan. 31 were 1% 


ust and November, while the vol- 


Chicago furniture show soared 


higher than sales in the same four pliances increased 17%.” 


weeks of 1952. 


s Department stores in New Eng- 


@® The Federal Reserve Bank of. land are enjoying a boom in sales, 
Chicago released its monthly re- compared to the business they did 


view yesterday 


and predicted | in the first month last year. In the 


“cloudless horizons” for business last three weeks of January, dollar 
| activity during the first six months volume in the Boston reserve dis- 


of 1953. 
The bank cited, 
‘cause for optimism, 


trict was 8%, 5% and 12% higher 


as particular, than year-ago totals for the same 
the marked | weeks. 


pickup in consumer durable goods. Big gains were registered by 


industries: 


stores in the New Haven and Low- 


“Auto production in the fourth ell-Lawrence metropolitan areas. 


SHIPPING VALUED AT 


$115,123,280 


72 ,e 


Fz 


THE MOST 


IMPORTANT CORNER 
IN THE U.S.A. 


ATW 
SAN DIEGO 
CALIFORNIA 


, a 


San Diego Hnion 


EVENING TRIBUNE 


REPRESENTED NATIONALLY BY THE 


WEST-HOLLIDAY CO., INC. 


= 


WAS HANDLED IN 
THE PORT rf — 
DIEGO IN 19: 


in 1951 


highest since the) 


‘DEPARTMENT STORE 


SALES INDEX | 


| i; 1947-49 equals 100 


| 


Week to Jan. 31, ’53*..p86 | 
Week to Feb. 2, ’52*....84 
Week to Jan. 24, ’53*....85 


Week to Jan. 26, ’52*....83 
Week to Jan. 17, ’53*....92 
Week to Jan. 19, ’52*....90 
*Not adjusted seasonally. 
pPreliminary. 
—_ 
% Change from ‘52 
Week Ended 
Federal Reserve District, Jan. Jan. Jan. 
Area, and City 7 4 31 
UNITED STATES ............. 2 r 2 
Boston District cag * BY 12 
Metropolitan Areas 
Sy OS ee 5 21 14 
Lowell-Lawrence ........ 20 7 29 
Cities 
Downtown Boston ..... 7 3 10 
"ee 4 14 8 
PPOVIGOTICE . 6scecccrseesses000s —2 —4 2 
New York District ....... 2 we 0 
Metropolitan Areas 
Buffalo 12 moe —l 
Rochester 12. rlO 0 
Syracuse 12 4 
—1 
3 
8 
Pp 4 
Cleveland District ...... —3 i. i | 
Metropolitan Areas 
[seer 0 12 —1 
CABCHMATE —....ccccr000.. yg 13 8 
Columbus  ................. 6 12 1 
, rene 2 13 8 
Erie ..... 8 6 —8 
Cities 
re —d 6 2 
pT re —3 2 —10 
Richmond Disteict | a 9 FT —10 
Metropolitan “me 
Washington pansies 1 —l6 —5 
EE 30 10 —15 
Atlanta District ...... 3 i 5 2 
Metropolitan Areas 
Birmingham ............ 0 0 —T 
Jacksonville .............. 4 —12 0 
| eee 14 8 ° 
Atlanta 5 r0 1 
Augusta —3 5 7 
New Orleans ......... 14@—Sorll 0 
CT — EE 1 7 11 
Chicago District ............... 8 56 —! 
Metropolitan Areas 
Chicago _....... ae —2 0 =f 
Indianapolis ™ 6 233 =—!1 
Detroit _...... 14 11 8 
Milwaukee ra o —6 2 
St. Louls District ..... — ri 5 
Metropolitan Areas 
Little Rock ............ , —8 -—3 -3 
IED ~ scsesecssucszovhennecs — | 2 4 
BR. SERIE Sidcocbctabsepsbindcorsis 1 1 7 
Memphis _........ccccccccses..5 —12 4 5 
Minneapolis District . —_— 9 —4 
Metropolitan Area 
Minneapolis-St. Paul —3 10 =) 
Minneapolis City .... —4 3 —4 
s. Paul City ........ 2 26 6 
Cities 
Duluth-Superior . 3 4 8 
Kansas City District —10 r—!I 2 
Metropolitan Areas 
| aN —8 8 1 
: | ae —18 —11 e 
Wichita ............ = —15 —3 3 
St. Joseph . aon —20 —4 4 
Oklahoma City . —l1 4 4 
Tulsa zeke ; —4 8 17 
City 
Kansas City ......... —17 —6 0 
Dallas District 0.000000... —4 r6é 12 
Metropolitan Areas 
ae aliases —18 13 6 
El Paso ....... 8 —2 33 
Fort Worth ..... eat —9 -6 —3 
Houston ... ssisanntubees 10 3 22 
San Antonio ' —7 8 4 
San Francisco District 12 5 5 
Metropolitan Areas 
Los Angeles ........ 18 4 7 
Downtown Los 
Angeles .. 13 —6 1 
Westside Los 
Angeles 18 3 3 
San Diego .. : 6 3 23 
San Francisco- 
GEE bisicicscrnsciere 6 —3 0 
San Francisco City 6 —3 —l 
Oakland City ...... 7 —4 1 
Portland. _............ 6 13 15 
Salt Lake City 1 17 8 
Seattle 8 5 1 
| Spokane 19 30 4 
! 


r—Rev ised. 


*Data not available. 


Gerstenkorn Opens Agency 
Henry Gerstenkorn, sales man- 
ager for the Raymond R. Morgan 
Co. radio and television show, 
“Lucky U Ranch,” has resigned to 
open a merchandising-advertising 
agency under his own name. Of- 
fices are at 668 S. Coronado, Los 
| Angeles. Prior to joining the Mor- 
gan company in 1952, he was na- 
| tional advertising manager for the 
Don Lee Broadcasting System. 


Shriver to VanSant, Dugdale 


William H. Shriver Jr., former- 
ly information officer of Mary- 
land Office of Price Stabilization, 
Baltimore, has joined the radio 
and television staff of VanSant, 
Dugdale & Co., Baltimore. 


Riegel Appoints Poisson 
Riegel Textile Corp., New York, 
has named Robert A. Poisson man- 


ager of branch office sales. Mr. 
Poisson came to Riegel recently 


from Pepperell Mfg. Co. 
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arocers Will Spend 
$803,000,000 on New — 


Stores, Improvements 


Cuicaco, Feb. 10—Members of 
the National Assn. of Retail 
Grocers will spend $803,000,000 on 
new buildings and modernization 
this year, according to National 
Grocers Bulletin. 

The Bulletin, in its fourth an- 
nual poll of the association’s 60,000 
members, says 4,200, or 7 out of 
every 100, expect to spend $81,- 
000 each on new buildings for a 
total outlay of $340,000,000. 

The poll, published this month, 
highlights the changing pattern of 
food retailing, the Bulletin says. 
“Competition is no longer limited 
to merchandise. Glamorous, in- 
triguing stores have taken their 
place in the competitive picture 
alongside advertising, merchandis- 
ing and convenience.” 


= According to the survey, ap- 
proximately 20,400 National Assn. 
of Retail Grocers members will 
spend $8,939 each—or a ° total 
of $182,000,000—improving their 
parking lots and present structures. 
Another 36,000 members expect to 
invest $7,800 each, or more than 
$280,000,000, in new fixtures and 
equipment. 

The poll also shows that nearly 
half of the grocers replying in the 
survey are in relatively new build- 
ings and that 41% are in stores 
opened between 1945 and 1951. 

Another sign of change indicated 
by the poll is the fact 4,000 mem- 
bers—nearly double the number 
two years ago—will install air 
conditioning. Interest also ranked 
high in conveyor systems. 

Other articles in the Bulletin ad- 
vise grocers on_ self-supporting 
parking lots, the trend toward 
canopies to protect customers from 
weather and how to select metro- 
politan, rural, suburban and high- 
way locations. 

e 


Shaver Heads Spool Cotton 


J. W. Shaver, executive v.p. in 
charge of sales for Spool Cotton 
Co., New York, has been named 
president. He succeeds Frank B. 
Hutton, who has retired after 32 
years with the company. Mr. 
Shaver joined the company in 
1933. D. B. Chambers, v.p. in 
charge of chain store operations, 
has been named a director of the 
company. 


440 Are Brand-Name Finalists 


Inland Press Assn. Adds § 
The Inland Daily Press Assn. 


lowing newspapers: the News, 
Wellington, Kan.; Star, Franklin, 
Ind.; Wichita Eagle; Youngstown 
Vindicator, and Commercial-Re- 
view, Portland, Ind. | 
Town Promotes Carlton 

Fredrick O. Carlton has been 
promoted to an account executive 
of Town Advertising Associates, 
Hackensack, N. J. He also will have 
duties in the new business depart- 
ment. 


‘Glamour’ Promotes Markley 

Margaret Markley, who joined 
Glamour last October, has been 
promoted to head of the accessory 
division of the fashion department. 
She formerly was merchandise 
editor of Harper’s Bazaar. 


Rossendale to Wehner 


The Reddaway brake lining di- 
vision of Rossendale Ruboil Co., 
Newark, N. J., has appointed Weh- 
ner Advertising Agency, Newark, 
to direct its advertising and mar- 


‘Werner Switches “gencies 


| extruded aluminum parts for in-|handle its advertising. 


Haight & Welch, New York, to previously had the account. 


James 
R. D. Werner Co.., nahutactures | Comeaes use, has appointed Wilson,| Thomas Chirurg Co., New York, 
has elected to membership the fol-| of Chromtrim, Alumiladders and 


keting. 


In Wisconsin's 3rd largest market, fat urbon poy 
checks and a prosperous hinterland enable Green 
Bay families to BUY what they WANT—to the tune 
of nearly 265 MILLION DOLLARS per yeor in 
wholesale-retail sales! They stort to WANT 
what they BUY when it’s advertised in their own 
newspaper — the GREEN BAY PRESS-GAZETTE. 
Your selling message goes home to 100% of 
City Zone families, to 95% in the Metropolitan Zone 
. « « how’s THAT for blonket coverage! 
Find out how to put that nice green stuff in your “profit-pocket” 
— contact Phil McClosky, Manager, General Advertising 


A total of 440 retail companies 
have been named finalists in the | 
fifth annual Brand Name Retailer- | 
of-the-Year awards. These were. 
selected from among 20,000 entries. | 
Awards will be presented April 15 | 
to companies for “outstanding 
year-round presentation of manu- 
facturers’ advertised brands to the | 
public.” The contest is sponsored | 
by the Brand Names Foundation. | 
Gets Panorama Color Prints _ 

Advertising Engineers Corp., Los | 
Angeles, has been named to handle | 
advertising for Panorama Color. 
Prints, Glendale, Cal. Panorama 
has developed a new process for | 
producing photographic prints in 
full color up to 40x60” from pho- | 
tographic fjlm color transpar- | 
encies. : 


Revlon Sponsors Lilli Palmer | 


Revlon Products Corp., New 
York, has signed to sponsor the 
weekly 15-minute TV series, “The 
Lilli Palmer Show,” which has) 
returned to the airways Sunday 
afternoons over the American) 
Broadcasting Co. network. William 
H. Weintraub & Co. bought the 
time. 


Glunz Switched to Coast 


Dexter E. Glunz, v.p. and copy 
supervisor in the New York office 
of Dancer-Fitzgerald-Sample, has 
joined Dancer-Fitzgerald-McDou- 
gall in San Francisco. Mr. Glunz 
will be creative director in the 
San Francisco office. 


WIR MARKET DATA 


Population......... eer 
Radio Homes............ 


Food Sales............. 


Filling Station Sales... .. 
Passenger Car Registrations 


In this rich market area, 10.3% of the national 
drug sales are made. This area is thoroughly 
covered by one single influential voice. That voice 
is WJR, which effectively and economically covers 


eee wee 


a: $ 3,266,766,000 94 
eats: $13,613,431,000 $3 
+ ceil $ 739,614,000 10.1 


more thanlO” 
of the 


nations. drug sales 
takes place in 

WIR= primary 

coverage. area | 


the great vole 
Of- 
the Jkeat Likes 


%, of total 


U.S. market é 
12,601,300 83 ' 
3,785,540 86 are 
ae 328,990 59 


....$ 464,447,000 10.3 


4,116,934 102 


Almost 10 Per Cent 


Of All the Nation's Sales —> 


Takes Place in WJR's 


WIR, Detroit, 
The Goodwill Station 


. imary Coverage CBS Radio Network 
all this vast market area, day in and day out. " a 50,000 watts Clear Channel 
Increase your sales in this vital 137 county area. 
Use WJR, the Great Voice of the Great Lakes. 

: ; e ; Th WIR, Fisher Building, Detroit 2, Michigan 
For more detailed information, contact WJR or WIR Eastern Office: 665 Filth Avenue, New York 22 


your Christal representative today! re 


Represented Nationally by the Henry |. Christal Company 
Canadian Representatives: Radio Time Sales, (Ontario) Lid. 
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|Klein Joins Fennell Agency — 


Monument Builders, 
Milton H. Klein, for the past six 
years operations manager of KLAC 
|-T 


Sell 000 
vital Set $600, 'V, Los Angeles, has resigned to 
Ad and PR Campaign become director of production for 


|Fennell Advertising Agency, Hol- 

ATLANTIC City, Feb. 10—Monu- lywood. Also joining the agency 
ment builders and sellers are pre- @r¢ Jon Ross, as an account execu- | 
paring to embark on a joint ad- 


tive, and Sandy Kahn, who oe) 
vertising and public relations cam- | ©°™€S Copy chief. 
paign for the first time in the 


] 
J 


windows, both of Detroit, have ap- 
pointed W. B. Doner & Co., De- 
troit, to direct their advertising. 
Previously, Century Advertising, 
Detroit, had the D. W. G. Cigar ac- 
count. 


Apex Appoints Best & Co. 
Apex Accessories Co., 
wich, Conn., manufacturer of 
watch bands, has named Frank 


| 
Green- 
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Changes to Gill-Perna | ABC Shifts Hullinger 

_Gill-Keefe & Perna, radio sta-~| Ned Hullinger, manager of sta- 
tion representative, New York, has tion relations for the western di- 
changed its name to Gill-Perna. | yjsion of American Broadcasting 
Executives of the company re-|Co, has been transferred to the 
main the same except for Howard |New York stations relations de- 


.M. Keefe, who is no longer with partment as a regional manager. 
the organization. | 


” | Forjoe Appoints Brown 
WTTG Appoints Blair-TV | James F. Brown, formerly of 
_ WTTG, Washington, has ap-| WBBM and WBKB, Chicago, has 


history of the allied industries. (2 Appoint W. B. Doner Co. ‘Best & Co., New York, to handle’! pointed Blair-TV as its national been named v.p. in charge of the 


Plans for an expenditure of | 


D. W. G. Cigar Co., maker of its advertising. Consumer maga- representative. Previously, 


Har- midwestern division of Forjoe & 


$600,000 during the year beginning | R. G. Dun cigars, and Winter-Seal zines, trade papers and direct mail rington, Righter & Parsons was Co., radio-TV station representa- 


April, 1953, and $1,000,000 after | 


Corp., maker of aluminum storm) 


will be used. 


'the representative. ‘tive, in Chicago. 


the first 12 months were dis-| 
closed at the annual meeting of 
the Tri-State Monument Builders | 
Assn. here. 
The Monument Institute of 
America will finance national ad- 
vertising. The group was formed 
in Cleveland on Jan. 13 by rep- 
resentatives of the Monument 
Builders of America (retailers) 
and the American Monument Assn. 
(manufacturers). 


® Institute members will be ob- 
ligated to pay one-half of one per 
cent of their monthly gross sales 
on a dues basis. It is anticipated 
that $300,000 will be raised by the 
institute during the first year, 
and up to $500,000 during the 
second year, according to Gene F. 
Long, partner in Long Bros., Pleas- 
antville, N. J. 

The institute will finance ads in 
Country Gentleman, Farm Journal, 
Life, National Geographic Maga- 
zine, The Saturday Evening Post, 
Time and possibly in Pathfinder. 
Allied industries will be asked to 
spend an equal amount for adver- 
tising in their local newspapers. 

The Tri-State Assn., comprising 
associations of New Jersey, Penn- 
sylvania, Maryland, Delaware and 
the District of Columbia, passed 
a resolution donating $1,000 to the 
new fund. 


Philip Morris Elects Two 


Clark T. Ames Jr., v.p. in charge 
of production, has been elected 
to the board of directors of Philip 
Morris & Co., and George Weiss- 
man, assistant to the president, 
was made a v.p. Mr. Weissman will 
continue as assistant to the presi- 
dent in general administration and 
public relations. 


Paul Field to Ross Roy Inc. 


Paul L. Field, formerly with 
Remington Rand Inc., has joined 
Ross Roy Inc., New York. He will 
be a part of the group working on 
sales training promotion activities 
for the Texas Co. 


SCIENTISTS NEEDED — 


In order to train a scientist, 
you first have to catch him. 


You have to interest young 
people in becoming scientists. 
And you have to start at the 
junior high school level. 


Scholastic Magazines reach |) 
great masses of boys and girls | 
in the classroom, at the very 
time of reflection and discus- 
sion about the future. They de- 
vote thousands of lines of edi- 
torial space to the subject of 
careers in science. General 
Electric, Dupont, the NAM, 
General Motors, AT&T, Chry- 
sler, Sinclair Refining, and ~ |! 
others, are helping out with 
interesting and_ informative 
advertising. 


In doing so they perform two 
services—one in the public in- 
terest, one in their own. That’s 
the beauty of advertising in 
Scholastic Magazines. 


SCHOLASTIC MAGAZINES 


351 Fourth Avenue | 
New York 10, N. Y. 


Why G.E. 


Anotner G-E First! 16 color pages 
dramatizing 63 G-E “firsts” appear in 
February ForTuNE. This folio, prepared 
by G-E’s Apparatus Sales Division, is 
the largest advertisement ForTUNE has 
ever run in a single issue. 
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Honig-Cooper Elects Heads 
Louis Honig has been elected 
executive v.p. of Honig-Cooper, | 
San Francisco agency. Other offi- 
cers elected are Fred Glauser, sec-. 
retary; Cecelia Miller, assistant 


, une. The station will go on the air to physicians in mi: western mar-, 
about March 1, as basic TV outlet kets. PDA offers © ug makers a) 
for the Columbia Broadcasting personal call service operating on | 
System in:the Puget Sound area. a flat fee basis. 
lla — 7 also Du. 
on etwor = programs. 
secretary, and H. J. McEwen, au- Newspapers in western Washing- | Markette Names N. Y. Agency 
ditor. Warren Kraft continues as ton and national trade publications| Markette Inc., Ma: ysville, Mich., 
v.p. in charge of the Seattle office. Will be used. has named Ovesey, Berlow 
Straus, ~— srt to ai | its ad- | 
e | vertising. Markette, manufacturer 
KTNT-TV Names Condon Wilson's Acth Detailed of Teens coats, is planning four- 
Condon Co., Tacoma, has been; Wilson Laboratories division of color insertions in Sunday supple-_ 
appointed to handle promotion for | Wilson & Co., Chicago, has ap- ments and nations! magazines. 
KTNT-TV, new television station’ pointed Professional Detail Asso- Friend, Reiss, McGlone, New York, 
owned by the Tacoma News Trib-| ciates, Chicago, to detail its Acth formerly had the account. 


& cy. 


| Agencies. 
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Seiberling Campaigns in May) Mars Sets Snickers Awards 

Seiberling Rubber Co., Akron,| Snickers candy bar, a product of 
on May 1 will launch a consumer Mars Inc., Chicago, will sponsor 
contest, using newspaper, radio, the presentation of awards to the 
outdoor and direct mail advertis-| ten top comedians of the U. S. dur- 
ing in the promotion. The top prize the observance of the eighth an- 
will be a trip to Paris for two.| nual National Laugh Week, April 
Meldrum & Fewsmith is the agen- | 1-8. The awards will take the form 
‘of scrolls. 


Elects Meissner & Culver _—| Hutzler Gets NAAN Trophy 


Meissner & Culver, Boston, has _ Hutzler Advertising Agency, 
been elected to membership in the | Dayton, has been awarded the sil- 
American Assn. of Advertising | ver gy = te Trophy of the Na- 
; tiona 


.where business concentrates 


G. E. knows .. . that in industry, about 10% of your customers 
account for 75% of all your sales . . . 3 out of 5 FoRTUNE subscribers 
are management men in these top 10%, “‘best customer’’ companies. 
General Electric and... 


many other astute business advertisers also know .. . that advertising 
concentration in FORTUNE has produced sales results for them 
unequaled by any other magazine. For evidence, ask your 
representative. Or, write FORTUNE Magazine, 9 Rockefeller Plaza, 
New York 20, New York. 


It will pay you to concentrate in... 


. .. Where Business Readers Concentrate 
on Business News-in-Depth 


‘apt 


f gi. ‘ ‘ 
Wate Bee, siwinp ie weston 


clients during 1952. 


Promotes Jack H. Miner 


Dominion Electric Corp., Mans- 
\field, O., has promoted Jack H. 
| Miner to assistant sales manager. 
Mr. Miner joined the company in 


1946 


Paoli Sports to Kampmann 


Paoli Sports Shop, Paoli, Pa., has 
appointed Robert S. Kampmann 
Jr. Advertising Agency, Philadel- 


| phia, to direct its advertising. 


Advertising Agency Net- 
| work for its performance in cre- 
‘ating advertising, merchandising, 
and sales promotion ideas for its 


2 


according to 


Sales Management 


$61,469,000 


* FOOT NOTE 
1952 Survey of 
Buying Power 


TWIN CITY 


KELLY-SMITH COMPANY 


y) 


MORNING SUNDAY EVENING 


National Representative: 


JOURNAL and SENTINEL 


‘WINSTON-SALEM 


ee 
228 


The Winston-Salem J OURNAL 


& SENTINEL are the ONLY papers 
in the South offering a Monthly Gro- 
cery Inventory—an ideal test market. 


———| 1/101 of ALL North Carolina FOOD SALES 


pa yf, ae ; a3 ” ae, 2 


S18 t8as Be siveny 


7, 


The Winston-Salem JOURNAL 


& SENTINEL are the ONLY papers 
9-county segment of North Carolina. 


completely blanketing an important 
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MEN’S WEAR ADVERTISERS 
HAVE A NEW ANSWER... 


The increase in advertising placed in NEWSWEEK by top 
men’s wear brands proves that here is an exceptionally re- 
sponsive, clothes-conscious market. In fact: 


1. 94.6% of NEWSWEEK’s circulation is among 
people of consequence in business, industry, the 
professions and government...the kind of people 
who dress to an important role. 


ya More than 70% of NEWSWEEK’s 800,000-plus 
families have incomes of over $5,000 a year. 
And this income group (18% of total families) 
accounts for 50% of men’s suit purchases. 
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Bank Names Tucker, Wayne 


The First National Bank of At- | 


lanta has appointed Tucker, Wayne 
& Co., Atlanta, to handle its ad- 
vertising. The agency’s quarters 
at Peachtree and 14th Sts. have 
expanded into an adjoining build- 
ing. 


Cory Snow Gets Account 

French & Heald Co., Milford, 
N.H., manufacturer of bedroom 
suites, has appointed Cory Snow 
Inc., Boston, to handle its adver- 
tising. Direct mail, trade and con- 
sumer media will be used. 


|DeSantis Appointed S.M. 


ten years in the industrial and 
chemical division of Dow Chemical 


A ° o ] 
coir Sei Mccuire, Hol £0 Import Duties on Ad Materials 


brook, Mass., manufacturer of dis- 
infectants, waxes and polishes. | New York, Feb. 10—An inter- 
|national treaty which would ex- 
Maloon Directs Sales empt advertising materials and 
Fred V. Maloon has been ap- | Samples from import duties was 
pointed director of general sales | opened for signature at United 
for Boston Woven Hose & Rubber | Nations headquarters here last 
Co., Cambridge, Mass., manufac- | week, 
turer of garden hose and rubber) Nations okaying the agreement 
jar rings. would guarantee that no duty need 


Hundreds of Ad Agencies rely on Filmack 
for TV Spots by Mail. With our 35 Years 
Experience , Huge Facilities, and Expert 
Craftsmen, we can produce all types of 
stop-motion, full animation and TV slides! 
... Send in your Storyboards for quotes. 


be paid on catalogs, price lists and 
‘trade notices, nor on samples of 
goods of all kinds “of negligible 
value” and used only for solicit- 
ing orders. 

The over-all aim of the docu- 
ment is to facilitate the flow of 
|world trade by reducing formal- 
| ities and costs involved in sending 
advertising material and samples 
‘from one country to another. 


|@ The treaty article covering ad- 
'vertising material provides duty- 


See een for we past Mt ernational Treaty Proposes End 


ng 04 Poeeinetnaayrtemnaaang 


Advertising Age, February 16, 1953 


packets grouped together for sub- 
sequent dispatch to separate ad- 
‘dresses in that territory.” 


's Advertising films not wider 
than 16mm would be eligible for 
‘temporary duty-free admission. 
Such movies, with or without 
/sound track, must consist “essen- 
tially of photographs showing the 
nature or operation of products 
‘or equipment whose qualities can- 
not adequately be demonstrated 


more than one document, or, if b : 
3 p samples or catalogs, provided 
more, that it does not include more aia ge lle 


than one copy of any one docu- «Relate to products or equip- 
ment, or peg asain of yond ane ‘ment offered for sale or for hire, 
ber, does not exceed one Kilogra ‘by a person established in the 
™ ee ai gnments may ‘territory of another contracting 


, . party, and 
be dispatched, provided not more “Are of a kind suitable for ex- 


than one shipment is sent to any hibition to prospective customers 


= consignee. ‘ but not for general exhibition to 
However, import duties may be the public, and 


collected on catalogs, price lists and ~ ,, ‘ ‘ 
trade notices “which do not clear- oe ~~ vm a as cae 
ly indicate the name of the foreign oe ane hee aot Ghd Gabk ene 


concern” involved, and on those form part of a larger consignment 
“which are entered to customs in | of ime * 8 & n 


the territory of importation in Samples of “negligible value” 


free admission for catalogs, price 
lists and trade notices relating to 
goods offered for sale or hire; 
transport or commercial insurance 
services—provided that each im- 
ported consignment consists of not 


When “Hearts and Flowers” time comes around, 
you ll find Champion's greeling card papers specified 
by many leading card manufacturers. And—as with all 
Champion papers—outstanding quality is the reason. 


Printers appreciate it... the public prefers it. 


THE CHAMPION 


HAMILTON, OHIO 


i 


| aneaaions sonar ‘aie 
_ ‘ » — 


PAPER AND FIBRE COMPANY 


TRADE -MARK 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, 


St. Louis, Cincinnati, Atlanta, Dallas and San Francisco, 


WHATEVER 


YOUR 


PAPER PROBLEM... IT'S A CHALLENGE 


Symbol of Qualiiy 


intended for soliciting orders 
would be examined by customs 
authorities who would determine 
whether their value was “negli- 
gible.” Customs “may consider the 
values of individual samples or the 
aggregate value of all the samples 
in one consignment.” But con- 
signments sent to different con- 
signees “shall not be aggregated.” 


s Customs officials may also re- 
/quire that samples “shall be made 
useless as merchandise by mark- 
ing, tearing, perforation or other 
treatment, but not, however, so as 
to destroy their usefulness as 
samples.” 

| “Other samples” would be eli- 
gible for temporary duty-free ad- 
mission. These would be intended 
for reexportation and identifiable 
on reexporting. Samples charge- 
able with import duties may be 
temporarily admitted free “sub- 
ject to the amount of the import 
|duties and any other amount that 
‘may be payable being deposited 
‘or security given for payment.” 
‘No deposit would exceed the 
/amount of import duty by more 
|than 19%. The period allowed for 
/reexportation of such samples 
| “shall not be less than six months.” 
| The treaty was originally 
'drafted in Geneva, Switzerland, 
last November at a meeting of the 
_34 member states of the General 
/Agreement on Tariffs & Trade 
(GATT). It was first proposed at 
'a 1951 congress of the Interna- 
tional Chamber of Commerce. 


Westinghouse Boosts Myers 


| The television-radio division of 
| Westinghouse Electric Corp., Sun- 
bury, Pa., has promoted Sheldon F. 
Myers to advertising and sales pro- 
motion manager, effective March 1. 
Mr. Myers for the past three years 
j/has been sales promotion manager 
'of the consumer products division 
'for the Mid-Atlantic district of 
Westinghouse Supply Co. Harold 
S. Boxer, formerly with Freed- 
Eisman Co., New York, has been 
named assistant advertising mana- 
ger for the television-radio divi- 
sion. 


Colgate Appoints Two V.P.s 


| Two promotions in advertising 
have been made by Colgate-Palm- 
olive-Peet Co. for its new inter- 
national arm, Colgate-Palmolive 
\International (AA, Jan.12). J. C. 
Rebaza, with Colgate since 1925, 
‘has been named sales and adver- 
tising manager of Canada, Latin 
America and South Africa. W.B.B. 
Fergusson, who joined the com- 
pany in 1949 from Masius & Fer- 
gusson, British advertising agency, 
is foreign advertising manager. 


| Names George Homer Martin 


General Aviation Corp., New 
York, has named George Homer 
Martin Associates, Newark, to 
handle advertising for its Gavco 
precision instruments for the avi- 
ation and electronics industries. 
Trade publications and direct mail 
w.ll be used. 
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The man who buried Caesar 


There is a legend that when the late Salvatore Cortesi was appointed 
Associated Press correspondent in Rome, before the turn of the century, 
he was required to post two character references. He did. One was from 
the Pope. The other was from the King. 


His son, Arnaldo, faced no such requirement when he was named The 
New York Times correspondent in Rome in 1921. The Cortesi name and 
reputation were sufficient. Arnaldo’s mother was the first Times corre- 
spondent in Rome. When she died, in 1916, his sister succeeded her. 


Arnaldo’s father did not want him to become a newspaper man. Instead, 
after education and training in England, he became an electrical engi- 
neer. But the pull of the family tradition was strong. Today, after 30 
years, Arnaldo Cortesi is dean of Times bureau chiefs. All but seven of 
these years were spent reporting and interpreting the news from Rome. 


For 17 years, until 1938, Cortesi reported, with penetrating analysis 
and keen political intuition, the rise of Mussolini and the growth of 
Fascism. When Mussolini decided to join Hitler, Cortesi exposed the 
true import of his plans. It proved embarrassing for the 20th Century 
Caesar. Cortesi was forced to leave Italy. 


He served for a time in Geneva, for two years in Mexico City. In 1941 
he was assigned to Buenos Aires. His intimate knowledge of the ways 
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“ALL THE NEWS 


of dictatorship made him an especially astute reporter of the Peron 
regime. It did not make him especially popular with Peron. 


In 1945, using “channels other than the normal ones” to get his story 
out of the country, Cortesi told how Peron was depriving the people of 
their freedom, turning Argentina into a dictatorship very like the 
Italian. The story won the Pulitzer Prize, highest distinction in Ameri- 
can journalism. 


But it also won arrest for Cortesi, and expulsion from Argentina. Back 
in Rome since 1946, he has reported the mopping up after Mussolini, 
the fall of the Savoy dynasty, the beginnings and growings of the 
Italian republic. 


Arnaldo Cortesi is one of many men and women on. The Times staff 
who are experts in getting the news and getting behind the news. They 
join their knowledge and their talents each day to produce a newspaper 
that is vital and alive, informative and interesting, different from any 
other. The Times has the biggest staff. It gives readers the most news. 


% And when readers get more, advertisers get more out of a newspaper. 
Any wonder, then, that The Times has been New York’s advertising 
leader for 34 consecutive years? Let us tell you all about it. 
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Moog Boosts Two Executives 


Moog Industries Inc., St. Louis 
manufacturer of automotive re- 
placement parts, has promoted 
lubert C. Moog, who has held var- 
ious engineering and advertising 
posts, to executive v.p., and James 
B. Bushyhead, sales manager, to 
v.p. in charge of sales. 


Names Wright Advertising 
William E. McIntosh Co., New 
York packer of frozen foods, has 
appointed Wright Advertising, 
Pittsford, N. Y., to direct its adver- | 
tising. Newspaper and radio adver-| 
tising will introduce the McIntosh | 


NO FIRE HAZARD NOW—When Ketterlinus Litho Mfg. Co. 
moved into its five-story building at 4th and Arch St. 
in Philadelphia 100 years ago, firemen worried because 


they couldn’t throw water that high. There’s no prob- 
lem like that now as Ketterlinus moves into its new 
one-story, 100,000 sq. ft. plant in Primos, Pa. 


deep dish frozen blueberry, cherry Newspapers will be used also on ‘Star’ Hikes Delivery Rate 
and apple pies in Columbus, O./sliced peaches and cherries. 


{senior partner. Mr. Hull formerly 
The Indianapolis Star has ine | was general manager of the Puerto 


‘LIBEL 


HAZARD amazingly inexpensive. Experience 


ADVERTISERS @ AGENCIES @ CLIENTS 
are all exposed daily to claims for LIBEL, 
LANDER, Invasion of Privacy, Viola 
tion of copyright. 
INSURE THIS HAZARD! 
Our unique policy is adequate and 


proves — it's smart to be protected 


WRITE FOR DETAILS 


EMPLOYERS  [iRaRiunmeUapbrs 
REINSURANCE & 


CORPORATION 


Insurance Exchange 
Kansas City Mo. 


: : : Ri Network, the island’s first 
creased its daily home delivery} Rican Network, , 
price from 30¢ . 35¢ per week. | radio broadcasting chain. 


The price of the Sunday Star re- 

WHAS-TV Increases Power 
WHAS-TV, Louisville, has in- 
Hull to Publicidad Badillo creased its power from 50,000 
| Harwood Hull Jr. has joined watts to 316,000 watts. It has 
Publicidad Badillo Inc., San Juan, changed from Channel 9 to Chan- 
P. R., agency, as executive v.p. and nel 11 with the power boost. 


AND RATES | 


These are just a few of the many specialists 


located in the Lake Shore plant 


ready to give swift, expert service wherever 


you are... whatever your ope 


They have contributed much to Lake Shore’s 
have been largely 


high-quality reputation 
responsible for Lake Shore’s many new 
developments in the electroty pe field. 


>. 


2. Skilled lab chemist 


Five Reasons Why-it Pays to 


_ do Business with Lake Shore 


en 


qi 


Engraving specialist 
’ ° 
v < 


4. Quality control inspector 


These men form the backbone of one of the world’s 
largest electroty pe companies —a company 

with the techniques, personnel, and 

progressive chiahiag to guarantee you 

the finest reproduction possible. 

Are you satisfied with your present electro- 

: type service? Remember—you receive the 
benefits of Lake Shore’s unmatched facilities 


(Fee ae 
&. Yop research engineer at no extra cost. 


SHORE ELECTROTYPE C 


1224 WEST VAN BUREN STREET - CHICAGO 7, ILLINOIS — a 


"ADVANCE INDEPEMDENT 
—— ELECTROTYPE DIVISION 
INDIANAPOLIS: ELKHART — 


*h. 


Newspapers Offer _ 
Lumber Dealers Best 
Ad Buy: Clifford 


NEw York, Feb. 10—‘‘The news- 
paper is the best advertising buy 
for most lumber dealers,” Arthur 
Clifford of the A. W. Burritt Co., 
Bridgeport, Conn., told the 59th 
annual convention of the North- 
eastern Retail Lumberman’s Assn. 
in New York. 

“People buy the newspaper, they 
want it, they feel they can’t be 
without it and their reading habits 
are fixed to such an extent that 
generation after generation will 
read the same newspaper, right 
through a family, an advantage of 
priceless value to the advertiser. 
The men read it. The women read 
it. They all read it, at their own 
leisure.” 


# He said a survey that he con- 
ducted among lumber dealers on 
the percentage of volume of sales 
devoted to advertising appropria- 
tions cited the following figures: 

Nine per cent of the dealers 
spend less than one-half of one 
per cent on advertising; nine 
per cent spend one-half of one 
per cent; 22% spend 1%; 12% 
spend better than 1% but less than 
2%; and 10% spend 2% or over, 
while “the remainder had all kinds 
of percentages, from ‘nothing’ to 
‘in between.’ ” 

He commented that “percent- 
age of sales is not too good an in- 
dicator as to how much should be 
spent on advertising,” and added: 
“It is better to use a flat amount 
for your advertising appropriation, 
and use more when business is 
falling off in a season when it 
could and should be good.” 


@ Media suggested by Mr. Clifford 
for lumber dealer advertising were 
newspapers, radio, direct mail, 
calendars, catalogs, telephone di- 
rectories, plan books “and the good 
will items, such as carpenter pen- 
cils, yard sticks, note books and 
matches.” 

He added: “Don’t count program 
ads, church suppers, tickets for 
this and that, as advertising; call 
it by its right name, contributions, 
and don’t penalize your advertis- 
ing budget because you don’t know 
how to say ‘no.’” 

J. Harold Stacey, Stacey Fuel 
& Lumber Co., Windsor, Vt., was 
named association president. 


‘Beauty Fashion’ Names Firsts 


Beauty Fashion, New York, 
magazine of the perfume and cos- 
metic industry, has named Par- 
fums Ciro Inc., New York, for a 
special 1952 award in the field of 
promotional packaging. Other 
winners in the annual contest are 
Erno Laszlo Co., New York, for 
packaging; Revlon Products Corp., 
New York, for advertising; Helena 
Rubenstein Inc., New York, for 
promotion, and Charles of the Ritz 
Distributors Corp., New York, for 
merchandising policy. ‘ 


Moore & Son Expands 
Art Moore & Son, Seattle radio 


| Station representative, has opened 
‘an office in the Cascade Bldg., 
| Portland, with Don Kneass as man- 
|ager. Ronald G. Lund, formerly 
radio and television director for 
Howard J. Ryan & Son, Seattie, 
has become a partner in the Moore 
| organization. 
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Philco Budget 


} 


of $30,000,000 
Expected for ‘53 


PHILADELPHIA, Feb. 10—Philco 
Corp. will invest more money for 
advertising this year than ever be- 
fore. Best estimate of allocated 
funds is $30,000,000. 

It will be the 12th year in a row | 
that the 60-year-old company has 
increased its ad budget, and each 
year sales have grown alm#ust pro- 
portionately. In 1941 Philco sales 
were under $77,000,000. Last year, | 
sales topped $360,000,000. 

The biggest budget increase will | 
go for magazine space this year. | 
John Gilligan, v.p. in charge of 
advertising, told AA that added | 
funds are going to “those books | 
that have demonstrated their abili- | 
ty to move merchandise.” | 


® Included on the schedule are, 
Better Homes & Gardens, Capper’s | 
Farmer, Collier’s, Farm & Kanch-_ 
Southern Agriculturist, Life, Look, 
Newsweek, Progressive Farmer, | 
The Saturday Evening Post, Suc- 
cessful Farming and Time. Philco | 
will use 164 ads in magazines in| 
63. 

The drive will open March 28. 
with a spread in The Saiurday 
Evening Post on Philco’s new “au- | 
tomatic” refrigerator. This ma-| 
chine quick freezes down to 20 be- | 
low zero, it controls humidity and | 
it automatically controls the cold | 
in the refrigerator unit regardless | 
of the weather. 

The refrigerator will alJso be) 
announced with a spread in news- | 
papers in all major markets, fol- | 
lowed up with page newspaper 
ads and outdoor posters. 

The company will continue its | 
fortnightly sponsorship of “The, 
Playhouse” Sunday nights over 
the NBC-TV network. Don Mc- 
Neill’s “Breakfast Club” on the 
ABC radio network will continue 
to promote Philco refrigerators. 


# For Philco ranges, the company | 
for the first time will announce its 
new models with a color spread in 
the Post. Supporting page ads will 
run in four farm magazines. | 

TV and radio sets will be pro- | 
moted on a regular basis in news- | 
papers and magazines through the 
year. 

No ad schedule has been set yet 
for Philco’s air conditioners. 

All product campaigns will be 
supported with direct mail cam- 
paigns and merchandising kits for 
dealers. 

Hutchins Advertising Co. here 
handles Philco’s account. 


CBS Radio Adds Station; 


Boosts 50,000-Watt Record 

CBS Radio has signed its 26th 
50,000-watt affiliate—KTHS, Lit- 
tle Rock, Ark., which will join the 
network June 15. Columbia reports 
the addition of this station gives it 
more maximum-powered siations 
than any other network. 

KTHS, formerly located in Hot 
Springs, will begin operating on its 
increased power in Little Rock in 
mid-March. CBS’ current Little 
Rock affiliate is KLRA, a 10,000- 
watt station. 


‘Debut’ Bows in New York 


Debut, a bi-weekly newspaper 
for teen-age girls, has been 
brought out in New York by Law- 
rence A. Bennenson and Mark 
Stuart, who also publish Realty, 
Soda & Confection Retailer, and 
Metropolitan Restaurant News. 
Debut has a 20,000 guarantee, with 
advertising based on 24¢ per line. 
Mr. Stuart is advertising director. 
Newsstand price is 10¢ and sub- 
scriptions are $1 per year. 


Reichmann Joins Motorola 
Philip Reichmann, formerly 
with W. J. Donahoe Co., contrac- 
tor, has joined Motorola Inc., Chi- 
cago, as public relations assistant. 


Tanners Join in Promotion 
Surpass Leather Co., Philadel- 
phia; Richard Young Co., Boston, | 
and Ziegel Eisman Co., "Newark, 
tanners of kangaroo leather, have 


| joined in a cooperative activity to, 
promote the sale of kangaroo 
leather shoes. They have formed. 
the Kangaroo Leather Fund, into 
which each tanner pays 5% of his | 


gross sales of kangaroo leather 
made to shoe manufacturers. The 
tanners have named R. D. North- 


rop Advertising Age cy, Boston, to, 
handle the promoti 


Offers Trash Cans jor Ads 


Sani-Poster Advertising Co., 
Toronto, has offered to provide} 
and maintain waste containers for | 
street corner use in Toronto. Each | 
receptacle would carry a public 
message urging pcople to help} 
keep the streets clean, and revenue | 
would be obtained from the sale of 
advertising space on the cans. 


Specialists in SILK SCREEN PRINTING 


INCORPORATED 
- BOX 2017 TULSA, OKLAHOMA 


it can’t be done 


A person standing with their heels against 


a wall, can't pick up an object on the 


floor in front of them. Try it. 


MONTREAL 
W. E. BROWNING 
1106 Dominion Sq. Bldg. 


CHICAGO 
THE JOHN E. LUTZ CO. 
435 N. Michigan Ave. 


NEW YORK 
O'MARA & ORMSBEE 
420 Lexington Ave. 


It Can’t Be Done... any more than you 
can cover Canada’s rich metropolitan TORONTO 
market without THE TELEGRAM. 


In metropolitan TORONTO 


*130,972 Adults 


Read... Daily... Only One Daily Newspaper... 
THE TELEGRAM 


This exclusive Telegram circulation is greater than the adult 
population of Windsor, Calgary, Halifax, London, Regina or Victoria. 
When you plan campaigns for Canada’s major markets, remember 
exclusive ‘‘Tely-Toronto” is one of Canada’s largest “cities” 


THE TELEGRAM 


Daily plus Weekend — 
“TORONTO 1, CANADA 


*Daniel Starch and Staff 
Represented in Canada 
by Gruneau Research Ltd. 


MORE THAN 500,000 PEOPLE IN CANADA’S 
RICHEST MARKET READ THE TELEGRAM 
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‘Railway Age’ to Change 
Editorial Presentation 

Starting with the March 2 issue, 
Railway Age, a weekly Simmons- 


Miss Hay to Gold Agency 
Grace Gordon Hay — joined Canners Told They 


Gold Advertising Agency, St. Lou- | * . 
is, aS an account executive, and Must Give Public 
will handle fashion and shoe ac- 


here epg will alter- | counts. She has operated her own More Information 
nate news and news-feature issues. agency for the past five years. 


Purpose is to insure more effective | LAFAYETTE, INp., Feb. 10—Broad-_ 
and dramatic presentation of news ening c r its 
and feature articles for readers Appoints Carl Reimers po ayery oth ne agentes Bhan 
and advertisers, the publisher says., L&W Brassiere Co., New York, |¢, 4. hat are nat known shout! 
Base advertising rate remains has appointed Carl Reimers Co.,| a 

unchanged, but in news issues only New York, to handle its advertis- pena a foods are : marketing 
full-page space in special positions ing. Formerly, Toni Hamilton Inc. musts” for the canning industry, | 
can be accommodated; inserts will had the account. Harold Jaeger, v.p. and general 

/manager of Geyer Advertising, | 


be limited to one four-page insert a 
bound in the center of book, and said at the 27th annual conference 
field men) 


Appoints Edwin Pearlman 

Edwin A. Pearlman, formerly of Indiana’s canners, 
with Nite Kraft Corp., has joined and growers. 
Troub & Oppenheimer Inc., New| Addressing the conference’s| 
York, maker of Oxford Lane merchandising session at Purdue 
Sleepwear, as executive v.p. | University, Mr. Jaeger said “the 
" | time has come for the industry to 


; STA ty lift its sights and to change many | 


issues will be saddle stitched. In 
news-feature issues, inserts may 
be used as desired, full and frac- 
tional page sizes will be available, 
and issues will be side stitched. 


of its concepts and policies about | 
marketing.” 

The virtues of nutrition, econo- | 
my, value, convenience and avail- 
ability should be constantly pub- 
'licized by canners, he said. ‘““Wo- 
‘men are still in the horse-and- 
buggy days in their attitudes about 
food in cans,” he added, and “cer- 
tainly the canning industry has 
done little to tell the consumer 
about modern canning techniques 
and the scientific advances that 
have been and are being made by 
the industry.” 


# Gordon Ellis, merchandising di- 

; rector, Pet Milk Co., urged cooper- 

~~. ae ative efforts among related food 

eager we "producers and distributors to cre- 

. ate new users and enlarge mar- 
kets. 

Mr. Ellis listed the following 


‘In yolere oes like a media schedule | five-point program as essential in 
without The Elks for April. “6g oy 


idea that is unselfish. 
2. Back it up with a strong and 


food 


The Elks Fifth Annual April Fishing Issue will get peak it 
attention from more than 600,000 known fishermen among ©onsistent advertising program. 
the 1,091,195 reader-owners of The Elks .. . a mass market Bae = Rag perm 
of mature men with incomes double the national median. ren pene + con pe "tio shere 
A better-than-ever advertising value for fishing equipment  j.y¢. 
advertisers ... at a cost of only $2.14 per page per thousand. 4. Use the know-how of the field 
sales organization to sell the idea 
/all along the wholesale and retail 
line. 

5. Adhere to over-all “dogged” 
/consistency to build a continuing 
‘increase that “‘never lets up.” 


THE 


_N. W. Ayer Boosts 2, Adds 1 


N. W. Ayer & Son, Philadelphia, 
‘has transferred C. Frederick 
\Charlton from its outdoor adver- 
|tising department to Philadelphia 
iservice. Alan E. Evans succeeds 
Mr. Charlton as head of outdoor 
advertising, having been transfer- 
red from the information bureau 
of the plans-merchandising de- 
partment at Philadelphia, which | 
he has headed. Geraldine McCul- | 
ley, formerly with the library of | 
the Frankford Arsenal, Philadel- | 
phia, has joined the plans-mer-_ 
chandising department. 


MAGAZINE 


NEW YORK « CHICAGO « DETROIT « LOS ANGELES 


and Associates 


OTO ENGRAVINGS DAY and NIGHT SERVICE 

odes gta Sree pag sessile ree 
anand teases te Goebel Brewing Promotes 4 

Goebel Brewing Co., Detroit, has | 
promoted Robert A. Shiffer, as-_ 
sistant sales manager, to general | 
sales manager; Barnum Coolidge, 
assistant sales manager of West 
Coast operations, to assistant gen- 
*leral sales manager; Stanley D. 
Hunt, assistant sales manager at 
the company’s Oakland, Cal., 
brewery, to sales manager at the) 
plant, and John B. Kelleher, sales 
supervisor at Oakland, to district 
manager in charge of Southern, 
California operations. 


Tashlin to Do NBC-TV Series 


Frank Tashlin Co. has signed a 
ieontract with National Broadcast- 
ling Co. for the production, on a. 
'partnership basis, of a situation 
ilcomedy series of 39 half-hour 
lfilms titled “Oops, It’s Daisy.” 
\Frank Tashlin will direct and write | 
ithe first film in the series and su-| 
pervise the remainder of the films. 


Wyoming Gets First TV Station 


Frontier Broadcasting Co., 
Cheyenne, Wyo., seeking the first 
television outlet in Wyoming, has 
|been granted a construction permit 
‘by the Federal Communications 
\Commission. | 


ver try us for 
engravings? You'll be 
Surprised, agreeably 
so. Color as well as 
black-and-white. 
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Getting Personal 


Publication representatives will be glad to know that Arvid 
(Bergie) Bergsten, space buyer at Russel M. Seeds agency, Chicago, 
is back at his job after a two-month illness...New Yorkers Sally 
Gibbs and Irving Silverman, assistant circulation director of Esquire 
and Coronet, are planning a June wedding... 

Married Jan. 24 were Dorris Carr, emcee of two shows on KRON- 
TV, San Francisco, and Dan J. Bonfigli, a partner in Guild, Bascom 
& Bonfigli, S. F. agency. They will live in Burlingame. . . 

On Feb. 1 several hundred employes and friends gathered at a 
party in the Tribune Bldg., South Bend, Ind., to honor F. A. Miller, 
president and editor of the South Bend Tribune, and help him cele- 
brate his 85th birthday. A television set was presented by the paper’s 
employes... 

Frank A. Kolb, ad manager of Standard Oil of Ohio, and Mrs. 
Marion S. Reeves, v.p. of Gregory & House Inc., have been ap- 
pointed co-chairmen of promotion and advance registration for the 
1953 convention of the Advertising Federation of America in Cleve- 
land in June. Mr. Kolb and Mrs. Reeves represent respectively the 
Cleveland Advertising Club and the Women’s Adclub... 


ACROSS THE SEAS—J. B. Stewart, treasurer, Outdoor Advertising Assn. of America, 

Chicago, and Mrs. Stewart sailed recently on the S. S. Britannic for a Mediterranean 

and European tour. Wishing the Stewarts bon voyage are (left to right) Joseph W. 

Pearson Jr., director of industry relations, OAI; Mrs. John Paver, Mr. and Mrs. 

Stewart and, at far right, John Paver, president, Notional Outdoor Advertising Bu- 

reav. Mr. Stewart expects to visit outdoor leaders in England, France and Germany 
during his tour. 


Mrs. Anne Taylor, ad manager for the Lennox and Mayfair Hotels, 
St. Louis, and former society editor of the old St. Louis Star-Times, 
has entered the aldermanic race in St. Louis. Should she win the 
Republican nomination in April and the election in May, Mrs. Taylor 
will become the second woman to be a member of the Board of 
Aldermen... 

One morning a couple of weeks ago as Jake Latham, general 
manager of WKRC-TYV, Cincinnati, was leaving for the office, Mrs. 
Latham gave him a package of garbage wrapped in newspaper and 
asked him to drop it in the can on his way to the garage. He carried 
it to his automobile, placed it carefully on the seat beside him and 
drove it to work in the Times-Star Bldg... 

John T. Madigan, television director of news, special events and 
sports for American Broadcasting Co., helped supervise the net- 
work’s coverage of the inaugural. When he arrived home he had 
anotner special event to cope with: the arrival of his fourth daughter 
... Also at ABC, Don Coyle, manager of the research department, 
has a new daughter, Deborah, to keep his son company... 

A recent luncheon of the New York Sales Executives Club honored 
the 75th birthday of Dr. Paul H. Nystrom, famed marketing leader 
and a past SEC president. “Doc” Nystrom was to talk on “New 
Trends in Consumer Selling.” He did, but not before he had spent 
nearly all of his allotted time entertaining the several hundred 
guests with selections on a harmonica—one of the gifts he received 
at the luncheon... 

Yankee Network’s executive v.p. and general manager Linus 
Travers received an award from the Combined Jewish Appeal of 
Boston for “outstanding cooperation,”’..Add to the list of those laid 
lov’ by the flu bug and allied miseries, two Eds—Ed Stapleton, ac- 
count executive at John Morrisey Gray Co., and Ed Davis of Con- 
trolled Circulation Audit... 

Rose Connors, well known to New York agency people as a main- 
stay of National Outdoor Advertising Bureau’s poster contract de- 
partment, has completed a quarter of a century with NOAB. For 
the event Miss Connors received an anniversary luncheon and a 
gold wrist watch...Red Buttons, hailed as the “comedy find of 
1952,” gets the Baltimore Adclub’s annual award as the outstanding 
radio-TV personality of last year... 

Albert Halparn, Einson-Freeman Co. president, is chairman of 
the graphic arts division of the Legal Aid Society’s annual fund 
raising drive. ..Evan Spalt, v.p. of Ortho Pharmaceutical Corp., has 
been cited as the “first citizen” of Raritan Borough, New Jersey... 

Segue, the standard script-writer’s term for a transition between 
sound patterns, will appear in the next popular edition of Funk & 
Wagnalls’ dictionary, to the credit of Victor Seydel, radio and TV 
director of Anderson & Cairns. Checking on the spelling for an 
intra-agency spelling bee, Vic called the lexicographers. They’d 
never heard of the word, checked its origin and modern-day appli- 
cation, and decided to add it to the next edition... 

For his pioneering work in radio and TV, RCA board chairman 
Brig. Gen. David Sarnoff has received the annual engineering and 
science award of Drexel Institute of Technology. . .The first member 
of Geare-Marston to retire is copywriter Frank O’Keeffe, with the 
agency for nine years... 
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Modern Romances is the only one of the three top romance 
magazines to show a gain in advertising linage for the first two 
months of 1953. And for February, Modern Romances is 12% 
ahead in ad linage... the largest gain in the field. 

More and more leading advertisers know that Modern 
Romances really sells America’s youngest married woman audi- 
ence, and still others are taking the cue. In just the first quarter 
of 1953, we’ve had 21 new advertisers! 

Modern Romances is your key to the young married market. 
It offers you young women with a median age of 23. Three- 
quarters are already married, and 74% have children. The 
Modern Romances audience, 3,000,000 strong, helps you sell 
young marrieds first, and keep them sold. 


Modern Romances 


America’s Youngest Married Woman Audience 


© NEW YORK 


LARGEST LINAGE GAINS IN THE FIELD! 
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What do the nice, fat records show ? 
BETTER LIVING circulation goes UP again 


First quarter, 1953, is biggest quarter yet... 
29% ahead of first quarter, 1952... 
April circulation hits 2,400,000 with 
BETTER LIVING only 2 years old! ... 


First-two-years’ circulation is equal to 
Life’s first 3 years, Woman’s Day’s first 


5 years, Family Circle’s first 18 years. . . 


BETTER LIVING, which has always had fastest-growing 
circulation of any store-distributed magazine, 
continues record-smashing rise. 


This news about Better Livin 


BETTER LIVING advertising volume goes UP again 


April issue carries more advertising than 
any previous issue in BETTER LIVING history . . . 
Record advertising volume makes first quarter, 
1953, BETTER LIVING’S biggest first quarter... 
BETTER LIVING is ending its first two years 
with biggest first-24-months’ dollar volume of 
advertising ever carried by a monthly magazine. 


The smartest merchandisers in the grocery business 


sell BETTER LIVING. 


Magazine 


Sponsored by Super Market Institute 
Backed by McCall Corporation 


230 Park Avenue, New York « MUrray Hill 6-4600 
919 N. Michigan Avenue, Chicago « DElaware 7-2357 
Blanchard-Nichols, Inc., 2020 Russ Building, San Francisco 
Blanchard-Nichols, Inc., 633 S. Westmoreland Avenue, Los Angeles 
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Dreer Says High 
Ad Budget Helped 
Make It Insolvent 


PHILADELPHIA, Feb. 10—An over- 
extended advertising -budget in 
1952 for its Fluffium soil condi- 
toner is partly responsible for the 
reorganization of Henry A. Dreer 
inc., Fluffium producer and dis- 
tributor of housewares and hard- 
wares. 

Richard A. Snelling Dreer, pres- 
ident, said Dreer spent much more 
than would normally have been 
required to advertise its soil con- 
ditioner last year. He said this was 
necessary because of heavy com- 
petition. 

The company has filed a petition 
to reorganize under bankruptcy 
law. 


ws Mr. Dreer said that sales cur- 
rently are 100% ahead for this 
time of the year, and declared that 
the company will be financially 
solvent when the reorganization 
plan is filed in federal court no 
later than March 2. 

The petition for reorganization | 
stated the company is unable to. 
meet its current debts as they. 
mature. It explains that nev capi- | 
tal is needed, not merely another 
arrangement with creditors. 


Gorham Promotes New Pattern 


Gorham Co., Providence silver- | 
ware manufacturer, will introduce 
a new sterling pattern, Decor, in| 
May. The pattern will be promoted | 
in full-page, four-color ads in the | 
May issues of Charm, Madem- 
oiselle and McCall’s and the June) 
issue of Glamour. Kenyon & Eck- | 
hardt, New York, handles the com- | 
pany’s sterling silver advertising. | 


Magee Carpet Pushes Products 

Magee Carpet Co., New York, in| 
1953 will launch the largest adver- 
tising program in its history. Media 
to be used include Better Homes & 
Gardens, House Beautiful, Living 
For Young Homemakers, McCall’s, 
Successful Farming and This Week 
Magazine. Grey Advertising Agen- 
cy, New York, is the agency. 


Snag-Pruf Zipper to Peters 


Snag-Pruf Zipper Corp. has 
named Allan Peters Advertising, 
New York, to handle its advertis- 
ing. Ad plans include consumer 
and trade publications, newspaper 
supplements, direct mail, traveling 
displays and specialized promo-. 
tions. 


WREXV, Knoxville, Bows 

WKXV, new Knoxville radio) 
station, went on the air Feb. 5.) 
The 1,000-watt station operates on | 
a frequency of 900 kilocycles. The | 
operator, Knoxville Ra-Tel Inc., | 
has leased the equipment of for- | 
mer station WIBK, Knoxville. 


Club in cooperation with Emory 


Hawley Lake to Peter Prince ib in 
University’s division of journalism. 


wane cNamaaet oe egecco RB 
allenpaupack, Pa., has appoin 
Peter Prince Agency, Philadelphia, Mott to Leave S. M. Post 
to handle promotion for Hawley | William F. Mott has resigned as 
Lake, Pocono Mountains resort.| Sales manager of the Shoe Prod- 
Advertising will be centered in ucts division of Dewey & Almy 
Philadelphia and New York news- | Chemical Co., Cambridge, Mass., 
papers. | because of ill health. He will con- 
a mg 1953 to serve as as- 
| Sistant to the manager of the divi- 
Atlanta Ad Institute Set |sion as consultant on advertising 
The fourth annual Atlanta Ad-| and promotion plans. George L. 
vertising Institute will be held Curran, with the company since 
March 20-21, under the sponsor-/| 1949, has been appointed field 
ship of the Atlanta Advertising sales manager. 
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Scovill Promotes French 'Promotes H. L. McKinney 


Kingsley W. French has been H. L. (Lou) McKinney, who 
promoted to assistant advertising joined American Coating Mills 
manager of the main plant man-|Corp. in 1949, has been promoted 
|ufacturing divisions, Scovill Mfg.| to sales manager of the laminating 


|Co., Waterbury, Conn. Mr. French department at the main plant in 
joined Scovill in 1947. Elkhart, Ind. 


' 


Sateway Promotes Weymer _— Promotes David Hessey 


J. Dudley Weymer, formerly | David S. Hessey, Cleveland rep- 
manager of the Phoenix division of} resentative for Scientific Ameri- 
Safeway Stores Inc., has been pro-| can, has been appointed assistant 
moted to manager of the New York advertising manager of the mag- 
division. Mr. Weymer succeeds | azine, a job he will handle from 
‘ Herbert Wilcox, who has resigned. the Cleveland office. 
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You can't go wrong with Eureka 
designed and produced trading 
stamps, collection books, or poster 
stamps. Eureka’s leadership in this 
field is your assurance of a job well 
done. 
Write tedey for infermetion ond semples 

EUREKA SPECIALTY PRINTING CO. 


Speciolty Division 
567 Electric Street — Scranton 9. Pa. 


maker of coupons, certificates 


Eureka. ating stomps, poster stomps 


and gummed stotionery items 


a. oy ae "a amt ~ J ew Pree NS RB Saw + ae ee re agar en tae ee ars. yee bce healed p ape Bde ae, ee Pe eee re & Ly greed, pe aia * Re eid SF aoe Did Mens eee ts 4 oY sy apt * ¢ ere is ee be ee rd tee EY AS Bnint ooo ee ie 
of, as - < hg at eae Nes ae a : = ear Wie wie he Pn Oe Soran me ee ae ‘ re oe ike si Me ey ty st a} = Se a - ” Mem. oak are SUES F min tara " jie Oh Sieady Gar as. AAT SR LEC EC er He 
et ioe ee en ea aeons a ere a 4 as. Say . ot eres ' aap MAT Ot ee Od ee tay ae a ES gs or gaa et Ae ep aes : ‘ Hi ‘ 2 a AEE ee me F oy aN Loa 
; ee Teh, a ag tee pe ar age epee ee s : ES 63s tee ee ae ie th 2 : i os) = LIARS ee ee 19% Eos aaa § pa tes eaccrc te 4 Wie Set ie va i oe Oe haa menses oy ae oie = ea sane 
5 Gate ees Sn a eget tad Ay Saas Whos ici ptee wt Mia oem te ime ais ae oe ites fs aes Re at! ¢ 2 SPER fel de ag Be ae We? erie 95 Stas! by Lemans te So tee SDR ES Bia iene nee RnR ai ep Ea pete as eB A og ee RE Sige ae ae 
ee a git Sr ; : ae Bar cathe : Bas Hee bess yh ed ; j Mba cmibey echt ie ae seins i) SoG hee eee ere Dee 48 meme PN, ates cae er Teton SAS ER RR % Ta as Sa ac a 
ne a ede ss .. we ‘ s lg” ag acre ia, ee Ahi e : >. . a v ‘2 fea ge Min is t . Spal e t Se ees. a 
i Lo PER <sitahal pale mad Bat cs eT Mi Se ae gene in ed ; oats way ay aS Rais : ms 4 : Tati ee 
Bee wes oe ey Sy meine Paige eS ee en 5 piakig Set 2 eR i 2 ngs oe lia A POG Ae ah cap faaon ki e or ae oor a ae i : eee er mest ee Re (oat aie a sete Mor f ; 
ee Pec Caen, |. egeeegeemenney Pca tr pera ae oe oe ona Sete Se ages fo een come ee eel ee gui ae Ws : ME ae se ees te ey eee eg Seg ee 
a ot ee ie Sri eg Po : ne Ce titty ers og : ESSE fe So) St NS 5 st Bee ad eee eS ee pe, RNS Ney : a. on eee Se on el: al Pea Ree Esty” we Sakti yoke cee ye Se ee See fot ay i Papers EY Rae ft 
ces gs Reis ates ihe Pe os ts , : ; 4 go Ee Seattle Owe i nee ee ii aU mp aetie g tee ce 2 ete Aa Bee NR oe a Sy. 2 ae iam 
bat 3 > - » 4 x * 4 Cea i : HS = foe eat een a “So ws 
ie s — ne nga ——— ~ ’ a 
ees) : en e 
Bac . 
. 32 ee 
Adi 
eer iG 
ee 
et " f 
ate Ma 
_ aia foo 
Pres fag 
é of 
Ff Ind 
| i bs 4 pec 
a 
St 
- ee Bl 
oe Q 
“See x 
Se E 
oo dele ‘ 
conde “ mol 
ait 5 
. mal 
' me! 
But 
e 
ihe age 
Ke if 
# — 
: 
rik 
a | ae 
ees, 7 f ae 
aS e | at an 
eee ‘ Dies in rmeyamiees , 
oot Aes: Saar ee «Hie ae ea nok i : i, See 
tee + Ba iawn pata ee c.f Ra, + cna SMR AEE, a bar RN ae S™ aici ll 
Pra Ba OE i, Se” f Spee eA Braet, ion eee ee ig a 
pane ee Se eae = : gh eerie : Pig Me oh a he ee Ae Re 
“= eek aoe ; Bare opin: «GE 2 %, cetera iets in Si ere RE eerie ee Me a oe oa os! -, 
ers a eats ’ Bs ae Fe eee vase: led seat mes i Pe pee oe ees 
Rea dee ites maa cede are ey ie tree ‘ ee dane EO IE 1 St TS x (cage a baa 
aera’ peiesies iy: : 5 a fa Beet coll aa Ne ee os pate oe : Bae: - \ oe eeee gees h  Saecee 
eats eas a, ae : ee Mal eT wa i AS pai ie cal ort ema j _ 
: 7 ‘ : if! ¥ oer Bist va mw ‘ a ote 4 os ie aang 
, o : 4 : ak ee : Vey =p — 
iced ated ‘ S a cs itis ama ae ” “ wae q sa aie a Bea ee a agin f ' — 
no Pd ST mee See Leis 6, i se) as ire 5 aa ag 3 aT Renn RE Se SS ee " — 
5 4 DES co Ska essa: cal alee ; : Bic ere eat ay ne on / Bibs: 
DN : Ui Oe St aaa is ee ee es ia ae er ae ERE A ema ee Ce 2 | : igh 
Sa ee a 5) Cee ee ps AD TE ee Ae as cede ee is ewan a ce f = pa 
- re Rear re ei ce hic adel Onl ee a 0 ee ee { gees 
ees ee : : Ue a ae : cout 
‘ Be ot eee ey et : ¥ hs, oN aoe ae. oe Be ie! 
, 2) = gegen ek ee ava a A a 2 ial BT : eae; Tih ee Rae iset | oF 2 ae 
eRe, Bere ogee ft ie a ae ear! tS Oe ; eee - eR Lt, eae 2. .. an 
aaa Ree on eee Sid oy irk kis oe « fs eee gt is Bar hn cacy Siena? am qi ; pate RI 
a le a tae Rekion Aer ee fy Sag ea ae eS oil) a eer re a pS ge gr ag sie by oe nk } ‘i 
i ; BM ess bo Fone en epee eee Te Tad el, ois Q Steer ee aes e ea 
See = i i Dee Nee n nae iy NNR Oe aE Ry iS ica aa iy : ae ' psa 
apis ae, | Sayed : ; § * end ; Serres . i * Dery: 3 ; 
A ee po eel a hea oy . i oF Ra 4 peas es 
BEDE TO ee sa ee mS 5 ara cos ae eal ee pal Cee 
peelieee t a, ett ee 7 ry aadaeaen ik ae ‘ ae 
a ‘eae pi veth nee oF ee eee piney A { aaa 
CEES By a a i Sige 5 ogee 5 * Pet. 
Adit es ve a i ell ey an See ‘ one 
faeat an 1? hs Ga Gs {0 lr ran ASS sy, ai ee" ae “2 ee a 
raerce ey 7 ee Oana - ot tie es. ee SS oS ee ag Fired 
Poe be Cree renee as ; : ee Eater 2 ee ee | eae 
ihe | ER TEA Ee 4 nas. ‘ 4. . Bee ae Bee. ae eerie ee: 
r nf eee a : ‘ pared ‘ im ar ore aa : y 
* si acd a Ae auc St ae ee or wet i : 
ee pe wine ighaer : 4 eu x : ic sie 3 : : : 
ne. - cs - : 5 . le hs iz is 
ENS a i ' ‘ se 
Pe : ao : es = : ; 
A at i aa ti 5 = 0 VoEGa Te ATs 2 ‘ diets Said Ac “ Rogie eree . 5 aero : "See are 7 Sis gel Re 5 
yeas Vo ye eh ; , fir aan ars See ae Je Oe ees aoe: Tae eas ME See ea ens: Soa : si é 
J — : . i . ‘ 
eee upeieeee oe sie is 
eae ie ee a 5. ee ore Te Oi : iia Pe tea cohen aS MC ae eS Ng aes Pe eT a a ii, Gora Ne 8 de con ae iy eis 
Bae * see ri Ay te ee ners pase pit ‘ hea 
Smet Be ha oS ie Cae Ce es Paar: 
mart ba ; : ; 
pe - 4 soy We Sct Peay Se ths Pace BET Fates. 
eee Fe Pe eet ime 8 =” ae utes ST Sas ea 
pees rem : a he a 
cs Beane remen ous | ot 
ae - 3 SE Sila eee ee Swe 
a : | a ; : + = ccc : sf 
aioe. | ni Sir aes 4 ee ee , aig j 
ee P ! ¥ el Vie a: Rages X “> a ; ess ; ef 3 : 
cad yee Tai 2 9 eC eh Cee Me ' brite. 
ay Saher eee eee. 4 : : SS i aaa a at aa ody 7 : eee 
ees ne eee. a ee ee re a aL a cele & 
sade ree ea 7 Ne ‘ = nde are Fane, oe : ee 
ra pee. ee ae Gheeeieamne nies Ge oak: eee 
Seas Sic S00 «On ene et ee = 
Loa (og Sere se leo ee = ¢ Bg 
ae pee: are te Pee 
ar bi a pice 2 gan b: Fé 2 a ; eh, 
. ae ‘ ais me 5 ; AS 
oat Sad e aie, ee o 4 : . q 7 re a : 2 ee 
stk = * Sees ie 4 i Sao s Saas 3 3 RS IO Ray MCP Gira) de ie ley ae ca, Pa a inal het FEN 8 5 edie 
ee FED yee tse ee a ee Sea Ss La cy yt eae Sai eR Y ie sie pc aa ge eo ce eS Same Saige. Goa MI Bnet AOE AE wn telly ae 
va reat " +S Se Rm cere : : : ee oe oa <a aes ex CSS is Dae Fee SERS GS oye? Se aan 2 . 
ae ae eh cle 4 ; Beta arte Ce ey ok he Shh ee phate ag tt i ae ee a | ements Sp See tuleeT i : 
phat Bese eal ii cs nee Ai Be 28 Sar ee RED Mbit See pian iad Pa ae is NS LA A Se eess Cg ue Mone. Ye = 
ef) ale pois his Phi iia 5G. SA heels a Oe Oyen ey Ee a ee Pv a reign chee er eee : ae 
SERPS eee Se, RR aE ENO Ta Ee EES ee = LWPS hes a "Tg ecg ees et se be 
peer . - a ok Se NA eats Ue Zt ie SRC eee ee Jobe 
qe ‘ ae 5 SRN DE SL NN ND Cap we Ne pees i Fae 
= : ee jails Cae i en Mp 
' 2 : : - : ms teres ae 
ip a. wart) = celal 
: = . = ye a q 
f oe 
: Me - 
: i‘ 
| 
me | ny 
i DS 
. all 
4m +=» 
: : ; a 
wed ee : i : . on = ‘ 
De hee , ? 
wii a . 
x “ 7 . J we 4S . : 
5, aia ' 
i (i 
aie . ( 
co 3 = Ly ‘ (' 
en X ( : moe 2 
‘ ari. P ae ‘ ; 
‘ “4A P P | 
er : : ed 
a4 oi A 4 
id Pe : 
ne ° 
.. | ) 
a | A 
‘a 
_ 
} d ; 
| es 
| oe. 
- 
| 
oe 
; | ea 
i as. 
fee 
P con 
: . ite 
. Sea 
# z are er 
pa wb ( \ : a 
: a 
Po Hea 
a | = 
; A 
: — bigs 
xe ; _ * 4 
* 5 . ag ; oe ; E eget: 
{ a 4-3 ; ha A Beets fet on ‘ oe oo dey’ 4 ee : : s ‘ ris OF ge ME Bere fe A, F ‘= rpeaipy seis teua E : ab ak aati : PR SD) Be 


Advertising Age, February 16, 1953 


Hyde Buys Athletic Shoe Co. 


A. R. Hyde & Sons, Cambridge, 
Mass., manufacturer of athletic 


Elias Joins Lever Bros. Connery Joins ‘C :ographic’ 


Albert Elias, with R. H. Macy & John F. Conne:y, previously 
Co. for the past 12 years, has with Newsweek as a space repre- 
footwear, has purchased all assets joined Lever Bros. Co., New York, sentative for the in‘ernational and 
of Athletic Shoe Co., La Porte, as merchandising manager of the domestic editions, !\as joined the 
Ind., manufacturer of Athco and Harriet Hubbard Ayer Inc. divi- advertising sales staff in Washing- 
Spot-Bilt athletic shoes. | sion, ‘ton of National Geographic Maga- 

| zine. 


Blaw-Knox Promotes Hegg Dean Lem Bows in Dallas sie 

Edward V. Hegg has been pro-| Dean Lem Associates, a new Hunt Promotes Phillips 
moted to v.p. and general sales | agency, has opened offices at 2118 
manager of the Buflovak Equip-| Nicholson Dr., Wynnewood Vil- ange, Mass., has promoted Lang- 
ment division of Blaw-Knox Co.,|lage, Dallas. Mr. Lem formerly don M. Phillips from field sales 
Buffalo. He has been sales man- was v.p. and sales manager of manager to assistant sales mana- 
ager of Buflovak since 1950. William S. Henson Inc. ager. 


Rodney Hunt Machine Co., Or-) 


West-Marquis Adds Two 


West-Marquis, Seattle, has been 
appointed to handle advertising for 
Washington Laboratories Inc., Pa- 
cific Coast distributor of Fran- 
Kem food preservative, and for 
Marine Construction & Design Co., 
_shipbuilding and repair company. 


ABC Merges Coast PR 


The western division of Amer- 
,ican Broadcasting Co. has merged 
/its publicity and promotion depart- 
ments in Hollywood. Both radio 
and television will have their own 


you want sales you’ 
GET them from the 


LOS ANGELES EVENING 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN AND SCHMITT, INC. 


HERALD-EXPRES 


“Los Angeles FIRST Metropolitan Newspaper’ 
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publicity-promotion departments, 
with separate heads, and these de- 
partments will be serviced by a 
new department to be known as 
publicity-promotion services. The 
new department will be headed by 
Mervin Travis, formerly sales pro- 
motion manager for the division. 
Stanton Kramer, formerly pub- 
licity and sales promotion man- 
ager for Bing’s Things Inc., is di- 
rector of publicity-promotion for 
KECA-TV and the western divi- 
sion; Jon Wells Barkhurst, for- 
merly advertising, promotion and 
publicity manager for the CBS- 
|TV network show, “The Home- 
makers Exchange,” is director of 
‘radio publicity-promotion for 
KECA and the western division. 


2 Join Meldrum & Fewsmith 


| Robert D. Polatsek has joined 
the staff of Meldrum & Fewsmith, 
Cleveland, and has been assigned 
te the Republic Steel account. For 
the past year, Mr. Polatsek has 
been Cleveland representative for 
Pathescope Co. of America. 
Robert B. Ralston, formerly with 
General Tire & Rubber Co., Akron, 
has switched to the sales promo- 
(tion department of Meldrum & 
| Fewsmith. 


GREENVILLE 


IS 
SOUTH CAROLINA'S 
FIRST 
“HALF-MILLION 


MARKET” 
WITH 


494,212 
People* 


The Greenville Market leads 
all others in S. C. in Popula- 
tion, Income, Wages, Em- 
ployment, Autos and Trucks, 
and Retail Sales. It is your 


first market in South Carolina. 


*ABC—tLargest City and Retail 
Trading Zones in S$. C. 


| Greenville—494,212 
Columbia—489,857 
Charleston—422,355 


Greenville News 


MORNING & SUNDAY 
GREENVILLE PIEDMONT 
eee FVENMING a 
Represented Watvonally by WARD GRIFFITH COMPANY INC. 


Oper otors of WFBC —NBC — 5000 Wotts 
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Hines-Park Promotes Perdue _ Distributor Names Gamble 


Hines-Park Foods Inc., hens | Emerson Radio of Washington 
N. Y., has promoted Philip G. Per-  Inc., distributor for Emerson ra- 
due 'to direct its new franchise | dios and television, Amana freez- 


sales and service division. Mr. Per- | ers, Servel refrigerators and Web- 


due has been midwestern manager | ster-Chicago recording devices, | 
for the company. He will super-| has appointed Robert M. Gamble | 
vise also the two new divisions for Jr. Advertising, Washington, to) 
dairy products and bread. ‘handle its advertising. 


There is no other practical way for 
you to reach such a vast number of them 
with your advertising. No other publica- 
tion reaches more than a fraction of the 
school teachers in any given area or in 
the entire country. 


With State Teachers Magazines you 
can advertise to one state, a group of 
states, or cover the country with the 44 

ublications. And remember that Amer- 
ca’s school teachers influence 26,000,000 
kids and through them, 10,000,000 homes. 

For the full story write to Miss 
Georgia C. Rawson, Executive Vice- 
— President, State Teachers Magazines, 307 
N. Michigan Ave., Chicago 1, Illinois. 


“T°? is for Teacher 


And she’s one of 866,000 
regular “‘S.1.M.” readers State 
Almost all of Ameri mill 
pnaatet retermiiern TEACHERS 
own state teachers’ nol officials -— Som Magazines 
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Johnson Reiterates: Economic Expansion 
Is Indicated by ‘Six Hidden Pressures’ 


NEw York, Feb. 10—‘“Instead of great as it was in 1940. 
fearing possible cuts in defense 2. Changes in the age-makeup of 
| spending as a signal for depression, the population have altered former 
we have an opportunity for just market analyses. The number of 
the opposite, for a rapid expansion mothers bearing a second child 
of our standard of living that now is 91% greater than in 1940 
will expand industrial facilities.’ and the number of third born has 
After that preliminary statement increased 86%. The 13-year growth 
before Industrial Advertising Assn. (1940-1953) in our population by 
today, Arno H. Johnson, v.p. and over 28,000,000 persons, or 22%, 
director of research, J. Walter Mr. Johnson said, represents a new 
Thompson Co., outlined six hidden market greater than Canada and 
expansion pressures in the econ- Australia combined. 
omy which, he said, are “pushing| 3. The education level of adult 
us toward an opportunity for a population is changing rapidly. 
substantially higher standard of | As of 1953 number of adults who 
living in the next few years.” have had a full high school educa- 
Mr. Johnson recently pointed to, tion is 4% times as great as in 
a 10% possible production gain in 1930 and 80% greater than in 1940. 
a talk before the Washington | 
Board of Trade (AA, Feb. 2). = 4. Our dwellings are becoming 
obsolete, with 50% over 30 years 
@ The six factors cited by Mr. old. “Major changes in purchas- 
Johnson: \ing power, education and owner- 
1. Discretionary spending power ship ot automobiles and appliances 
of consumers today is 44% times as have taken place in the last 13 


if youre under 35 


the odds are one 


in three that you 


changed residences last year 


These are census figures reporting the moves of 31 million Ameri- 


But if you're over 35— 
they widen to 
one chance in seven 


cans in one year—most of them Young Adults, the on-the-move 
18-to-35 year age group. 

Having move “7 you know what happens after “M-Day.” You need 
new linoleum in the kitchen. New curtains for the extra bedroom. 
Paint to re-do the children’s 
new market by yourself in moving. 


room. In fact, you become a whole 


Yes, in any moving story, the spotlight j is on Young Adults —the 


market on 


which REDBOOK concentrates exclusively. They are the 


have-to-buyers with basic immediate needs for home and family — 
and many of them with as vet unformed brand pre ferences. 


Reach them in REDBOOK . 


. move with them in REDBOOK . .. at 


the lowest cost per thousand of any magazine claiming to serve this 


vital field. 


THE VITAL YEARS 


America’s ONLY Mass Medium for Young Adults 9. 
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Over 2,000,000 Circulation . ..More than 5,550,000 Primary Readers 


years since 1940,” Mr. Johnson 
emphasized. “These rapid changes 
super-imposed on housing condi- 
tions,” he said, “are creating hid- 
den pressures.” 

5. Rapid increase in number of 
motor vehicles is creating new 
pressures for construction. With 
55,000,000 motor vehicles on the 
road in 1953, or 72% more than the 
32,000,000 in 1940, the pressure 
for action to relieve congestion will 
become intense. 

6. Farm population has dropped 
from 30% of the nation’s total in 
1920 and 22% in 1940 to about 
13% in 1953. The increase in in- 
come and the potential changes in 
standard of living of these mi- 
grants to industry is one of the 
internal pressures for expansion in 
our economy, Mr. Johnson said. 


a “The economic conditions fac- 
a us now,” Mr. Johnson pointed 
out, “present both a major oppor- 
tunity and a challenge to business. 
The task is that of educating the 
American people to accept and 
work for the higher standard of 
living their productive ability war- 
rants. 

“Advertising and selling are 
needed as never before to build 
‘markets that can absorb our pro- 
‘duction and provide employment 
when defense slows down. We do 
not have now the huge backlog of 
‘deferred demands that helped us 
over the transition period after 
World War II. We must create new 
demands. 

' “Our economy,’ Mr. Johnson 
said, “is based largely on created 
‘human wants rather than ‘needs’ 
‘or necessities. This makes produc- 
tion and the selling of that produc- 
tion increasingly important as an 
economic and social force. Wants 
and desires necessary to expand 
markets for our production are in- 
creasingly a matter of choice and 
discretionary election rather than 
/economic need. 

_ “The demand must be created 
for goods and services,” Mr. John- 
son declared, ‘‘and there must be 
recognition by government that the 
opportunity for a higher standard 
of living is not dependent on gov- 
ernment spending but on a favor- 
able climate that provides for in- 
itiative and private enterprise.” 


N.Y. Alpha Delta Sigma Elects 


Shelly J. Barton, Esquire sales 
|representative, has been elected 
| president of the Greater New York 
|Alumni Assn. of Alpha Delta Sig- 
'ma, national advertising fraternity, 
|sueceeding John J. Leonard of 
Batten, Barton, Durstine & Osborn. 
Other officers elected are George 
B. Chandless Jr., U.S. Rubber Co., 
V-Ds, and Vincent J. Raskoph, Sim- 
‘plicity Pattern Co., secretary- 
treasurer. 


Names Meldrum & Fewsmith 


Cleveland Pneumatic Tool Co., 
Cleveland manufacturer of air- 
|craft landing gears, has appointed 
/Meldrum & Fewsmith, Cleveland, 
to handle advertising, market re- 
search and sales promotioa of its 
three divisions, aircraft landing 
gears, actuators and automotive 
'products. Institutional and trade 
programs are planned. Bayless- 
Kerr Co., Cleveland, had the ac- 
| count previously. 


Monsanto Chemical Expands 

Monsanto Chemical Co., St. 
Louis chemicals and plastics manu- 
facturer, has formed an overseas 
division to handle all interests 
abroad. Edward A. O'Neal ZJr., 
chairman of the board of Monsanto 
Chemicals Ltd., London, has been 
named division general manager. 
J. G. MacDermont, assistant direc- 
tor of the foreign department, has 
been named sales manager. 


To Universal Advertising 
Shavex Co., manufacturer of the 
Shavex Inverter, an accessory to 
electric shavers which reportedly 
reduces shaving tirne 60%, has ap- 
pointed Universal Advertising, 
Hollywood, to handle its advertis- 
ing. Magazine and cooperative ad- 
vertising will be used with radio 
,and television as the campaign de- 
velops. 
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_ Greater New Orleans Inc. keeps 
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New Orleans Seeks | 
New Industries as 


It Fetes ‘Purchase’ 


NEw ORLEANS, Feb. 10—The 
highly successful promotion being 
given this city as an industrial site 
will receive extra impetus in 1953 
as Greater New Orleans Inc.’s 
campaign ties in with the Louisi- 
ana Purchase 150th anniversary 
this year. 

In fact, according to Clarke Sal- 
mon Jr. of Bauerlein Inc., the pro- 
motional group’s agency, one ad 
run in U. S. News & World Report 
earlier this year has drawn 500 
“intelligent inquiries” so far. 

Greater New Orleans Inc., 
formed in 1945 by business and 
civic leaders of the Crescent City, 
asserts its campaign brought $15,- 
000,000 in industrial pay rolls and 
5,178 workers to the city in one 
year. 


= The group solicits about 500 key 
businesses every year to get the 
money for its promotions. The 
money is spent for page ads in 
publications throughout the U. S. 
and in Latin America. Besides this, 
frequent mailings in response to 
inquiries are sent out. 

About 10,000 copies of a book- 
let, “Greater New Orleans on a 
Silver Platter,” are sent out year- 
ly. 

Copy for the ads and mailings 
stresses New Orleans’ strategic lo- 
cation as a port and international 
trading center. 

In addition to advertising, 


on its toes in the public relations 
field. In 1947, when a hurricane 
hit the city, the group pooled $5,- 
000 with an equal amount con- 
tributed by the city government, 
to counteract the effect of news 
stories which described New Or- 
leans as devastated by the big 
wind. 

The $10,000 was spent on ads in 
eastern and midwestern newspa- 
pers to tell the public that New 
Orleans had “breezed” through 
the hurricane without any detri- 
ment to port and industrial opera- 
tions. 


National Outdoor Promotes 
Crowder, Blanksten and Roux 


Lee H. Crowder, formerly .in 
charge of painted display :nspec- 
tion for the West 
Coast, has been 
promoted to 
manager of the 
New York paint- 
ed display con- 
tract department 
of the National 
Outdoor Adver- 
tising Bureau. 

H. C. Blanks- 
ten has been ad- 
vanced to paint- 
ed display copy 
consultant, and 
W. C. Roux has been appointed 
painted display specialist. 


ie 


lee Crowder 


Beltone, Mogen David 
Sign ABC Radio Shows 


Beltone Hearing Aid Co., Chi- | 
cago, after a couple of one-time 
buys, will sponsor “Life Begins at 
80” weekly over ABC starting | 
Feb. 18. Olian & Bronner is the) 
agency. 

“News of Tomorrow” will be 
presented by Wine Corp. of Amer- 
ica, Chicago (Weiss & Geller), be- 
ginning Feb. 9 over the same net- 
work. Mogen David wine will be 
advertised on the 15-minute pro- 
gram, Monday through Thursday. 


FC&B Signs Liberace for TV 
Foote, Cone & Belding, Los An- 
geles, has signed the new film 
series of pianist Liberace for ex- 
clusive use in seven television 
markets. The series is being pro- 
duced by Guild Films. Two agency 
clients will use the series: West- 
gate-Sun Harbor, tuna processor, 
San Diego, will sponsor the pro- 
gram in Baltimore, Chicago, De- 
troit, New Orleans, Houston and 
Buffalo, and Purex Corp. will 
sponsor in San Diego. | 


WELM. Elmira. Sold 


E. S. Underhill Jr., president 
of Elmira-Corning Broadcasting 
Corp., announced that WELM, El- 
mira, N. Y., has been sold to a 
group of Elmira business men, sub- 
ject to Federal Communications 
Commission approval. The new 
corporation will be known as Ra- 
dio Elmira Inc., with John S. Riggs 
as its president. 


Mennen Sues Schwegmann 


Mennen Co., Newark, has be- 
gun action against Schwegmann 
Bros., New Orleans supermarket 
operator, aimed at enforcing its 
fair trade pricing schedules. The 
company describes the action as 
another step in its continuing pro- 
gram in support of fair trade. 


Radio Talent Changes Name 


Radio Talent Inc., Chicago, 
which provides talent and models 
for radio, television, commercial 
films, sales meetings and conven- 
tions, has changed its name to Tal- 
ent Inc. 


Move your Convention exhibits on time in 
padded vans — eliminate crating and extra 
handling — save time, reduce costs. Write 
the Display and Exhibit Department of 
North American Van Lines today for a copy 
of ‘‘How to Move Trade Show Exhibits,'’ an 
interesting booklet for all companies using 
special exhibits at trade shows, conven- 


tions, and sales meetings. 


local North American Agent. 


Dept. AA2 


CONTACT DISPLAY and 


NORTH AMERICAN VAN LINES, 
Ft. Wayne, Ind. 


2 _ Merchandise Exhibits Moved Reliably / 


Superior service available, too, for mov- 
ing household goods of transferred person- 
nel, office and plant equipment. Get cost- 
saving estimate. No obligation. Call your 


EXHIBIT DEPT. 
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Humanics Pitch 
Sells Insurance 
for Liberty Mutual 


Boston, Feb. 11—Liberty Mu-. 
tual Insurance Co. has found what 
it thinks is a successful formula 
for insurance advertising. 

The Liberty program, launched 
nearly two years ago, centers 
around Humanics, a term sum- 
ming up the five aspects of the 
company’s workmen’s compensa- 
tion insurance. | 

It has promoted Humanics 
through a regular schedule of b&w | 
pages in Business Week, News- | 
week and Time, with comparable 
space in the Wall Street Journal. 


s Robert Mattox, v.p. in charge 
of advertising, says that before 
launching this program liberty 
discovered that case history ads 
stressing one of its compensation 
plans “didn’t hang together.” He 
said things changed—for the bet-| 
ter—when a concept was devel-_ 
oped to stand for all of the Liberty | 
services. 
Under Humanics falls: 
1. Industrial engineering: Elimi- | 
nation of physical and mechanical 
hazards by installation of machine 
guards and other safety devices 
and establishment of safety prac- 
tices. 
2. Industrial hygiene: Insuring 
a healthful working environment. 
3. Industrial preventive medi- 
cine: Fitting an employe to a job! 
suitable for him. 
4. Claims medical service: Mak- 
ing correct diagnoses quickly and 
using specialists to facilitate the 
rapid recovery of injured workers. 
5. Rehabilitation: Getting badly 
injured workers back to produc- 
tive lives. 


# Liberty sells its program to busi- 
ness men by pointing out that it is 
not just humanitarian, but “en- 
lightened self interest” for a com- 
pany to have such insurance cov- 
erage. “The best is most economi- 
cal” is one of Liberty’s slogans. 
Ads point out: 

“The finest care is the most ef- 
fective way of reducing the triple 
loss of industrial accidents: the 
disability of the victim, the cost 
to the employer, and lost man- 
power.” 

Mr. Mattox explains tha‘ medi- 
cal progress has complicated the 
business man’s life by increasing 
long term disability. For example, 
ten years ago the life expectancy 
of a paraplegic was quite short. 
However, today doctors can ex- 
tend a paraplegic’s life so that 


{ 4 “ 
7 / 


hes 


AMBA 


\ and THE BUTTERY 


compensation for loss of earnings 
—plus medical care—might easily 
run to $500,000. 


® Liberty takes an active part in 
the rehabilitation of injured 
workers. In 1943 it opened a re= 
habilitation center here, and it 
proved so successful that another 
center was opened last year in 
Chicago. 

Most of the Humanics ads run 
by Liberty have used the same 
format: A half-page picture de- 


| Liberty 


picting a disability case, an atten- 
tion-getting headline (Doctor, 
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working on a salary and bonus 
arrangement. The company’s ad- 


Beginning March 6, the company 
witl sponsor tne show on Fridays 


Will They Hire Me Back?”), a short vertising is designed to presel] for its Kix cereal. The daily show 


pitch for the entire Humanics pro- 
gram and the Liberty logo. 
Short, crisp copy tells of a dis- 
ability case, usually with an en- 
gaging human interest angle and 


' prospects, making the salesman’s 
job easier. 
The Boston office of Batten, 


Barton, Durstine & Osborn han-, 


| dles the Liberty account. 


a happy ending. Consistent)y high | 


Starch ratings have convinced 
’ it has the vehicle for 
telling its story. 

Liberty has no agents in the 


field. Instead, it has 700 saiesmen 


General Mills Buys TV Show 


General Mills Inc., Minneapolis, 
has signed up as the first sponsor 


(9-9:30 a.m., CST) originates in 
Chicago. 


F R Corp. Names Wexton 
Wexton Co., New York, has been 


|'named to handle all consumer and 


trade advertising by F R Corp. 


|manufacturer of darkroom equip- 
ment and chemicals and the Port- 


A-View color slide viewer. Peck 


| for “Ding Dong School,” NEC TV Advertising Agency previously had 
| show aimed at pre-school children. | the account. 
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Promotes Jean Thomas 


Friend, Reiss, McGlone, New 
York, has promoted Jean Thomas 
to administrative assistant to Lee 
Friend. She joined the agency 
last September as traffic manag- 
er. 


Earl Tucker Joins Zlowe 

Ear! J. Tucker, formerly advers 
tising manager of Allied Stores 
Corp., has joined Zlowe Co., New 
York, as account executive in 
charge of merchandising service to 
clients. 
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Koppers Promotes Four 


Koppers Co., Pittsburgh maker 
of coke, gas and tar products, has 
promoted Roy B. Johnston and 
George C. Van Gundy to associate | 
managers of the p.r. department. | 
Mr. Johnston has had advertising. 
supervision over three Koppers | 
divisions. Mr. Van Gundy has been 
manager of press relations since 
1946. William P. Raines has been 
named assistant advertising man- 
ager, while W. J. Catrow will 
serve as assistant manager of the 
press and publications section. Mr. 


Raines has been a 
tising manager for roducts of the 
chemical division. >\r. Catrow has 
been editor of “Koppers Maga- 
zine,” a post which ie retains. 


istant adver- 


Pease Woodwork to Baer Co. 


Pease Woodwork “o., Cincinnati, 
has appointed S. C. Baer Co., Cin- 
cinnati, to handle its advertising 
on Pease-Fabricate’ homes. Mag- 
azines and metropo)itan dailies will 
be used. Previous!, the account 
was handled by Guenther, Brown 
& Berne, Cincinnati. 


Daily Newspaper Circulation Reached 
Alltime High of 53,738,000 Last Year 


PHILADELPHIA, Feb. 11—Daily 
newspaper circulation in the U. S. 
hit an alltime high in 1952, ac- 
cording to the 85th annual edition 
of the N. W. Ayer & Son’s “Di- 
rectory of Newspapers and Period- 
icals.” The new edition comes out 
today. 

Combined circulation of English- 
language dailies by the end of last 


Where it’s 


all year ‘round! 


(Percent Farm 


Advertise in PENNSYLVANIA 


in Penns 


Bix 78% Bx 83% 87% | 


Cash... lots of if... is handed Pennsylvania farmers by a long line-up 
of buyers for a vast variety of products — all year long! 


Wide diversification — and productivity that puts Pennsylvania among 
the ten top states — keeps farm income high and steady, month after month. 
That keeps buying power strong and steady, too. 


Your best way to reach — and sell — this rich, steady market is through 
PENNSYLVANIA FARMER, dedicated to Pennsylvania farming and pre- 
ferred by 4 out of 5 Pennsylvania farm families. 


There are few states where farmers have so much to sell al/ the time — 
can buy so much so regularly as in Pennsylvania. However, two others are 
similar, with the same income steadiness, the same big buying power — Ohio 
and Michigan, served by the OHIO FARMER and MICHIGAN FARMER. 
Get the full facts on all three. Write T1013 Rockwell Ave., Cleveland 14, O. 
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year was 53,738,000. This topped 
the record set two years ago and 
marked a rise of 145,000 per day 
over the total in 1951. The new 
record was made even though 
higher costs forced many news- 
papers to raise newsstand and 
home delivery prices, and in spite 
of increased competition from 
other news media, including tele- 
vision. 


|@ The nation’s evening newspapers 
/continued their record of increas- 
|ing circulation in every postwar 
| year. Their total was 32,414,000. 
| Morning papers had a circulation 
|of 20,400,000, while the nation’s 
| four all-day dailies averaged 924,- 
| 000 copies each day. Sunday news- 
papers had a combined total of 
45,690,00U. Since the end of World 
War II, evening newspapers have 
added 13% to their circulations, 
morning papers nearly 15% and 
Sunday papers have added more 
than 18%. 

The 1953 Ayer Directory’s 1,- 
500 pages of information cover 
more than 20,500 newspapers and 
periodicals of all types published 
in this country, its possessions, 
|Canada, Bermuda, Cuba and the 
Philippines. 
| During 1952 there was a slight 
increase in number of daily news- 
| papers, including both English and 
| foreign-language, published in the 
U. S. There are 1,508 evening 
/newspapers (an increase of one), 
378 morning papers (an increase 
of 15) and 558 Sunday newspapers 
(a drop of six). 


Plywood Assn. Campaigns 


The Douglas Fir Plywood Assn., 
through Condon Co., Tacoma, is 
launching its first 1953 sales pro- 
motion. The schedule opens with 
a page in the March Better Homes 
& Gardens and The Saturday Eve- 
ning Post for Feb. 21. It also in- 
cludes the use of dealer helps and 
point of purchase material. The 
campaign is built around the 
theme, “Get more room in your 
home with fir plywood built-ins.” 


Lorraine Hair Nets to Deutsch 


Harry Glemby Inc., maker of 
Lorraine hair nets, has appointed 
Herschel Z. Deutsch & Co., New 
York, to handle its advertising. 
Glemby is planning to return to 
its former pattern of large-scale 
national advertising, with color 
pages in women’s magazines. 


*on a European Tour he saw 
advertised in his favorite 


mogozine, AMERICAN ARTIST. 


And he's just one of the 220,000 
commercial artists, hobbyists, 
teachers, students, art supervisors, 
architects and croftsemen whose 
buying is influenced by the 

hour or MORE they lavish on each 
issue of American Artist! 


These people spend over 10% 

of their earned income on luxuries 
like cruises and vacations — 

over $250,000,000 on necessities like 
ort supplies! 


If you sell Paper, Engraovings, 
Typography, Printing, Photo Supplies, 
Art Materials or Courses, Books, 

Resorts or Travel, write today for details. 


american artist 
24 W. 40th St.,N. ¥.18,N.Y.CH 4-2878 
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Who was thal pigeon | 
L seen you with last mg? 


That was no pigeon. That was a 
magazine. j 


Magazines are something like 


pigeons though. / 
Buyers like to pigeonhole them fo f 
by easy labels. ; 
News, for instance. Or shelter. 

Fashion, travel, opinion, hobby ... y “s. 4" rh - 


But where in the world does 


Nation’s Business belong? 


\. 
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| | Nation’s Business has a slot all its own. — “‘A GENERAL MAGA- 
} . ZINE FOR BUSINESSMEN.” 


How come? How did we get that way? Well, for one thing by 
calls on businessmen—not by writing letters, but by talking to 
businessmen in their places of business. 


\ 
\ 
\ 
| \ P 
ae \ We talked to them about buying and selling; about labor and 


a \ taxes. And they talked to us about these things, too, but also 
about their families, their health, their golf, what they were 
doing in their communities . .. So now we edit a magazine to 
* a appeal to these wide interests. The readers of Nation’s Business 
| | get articles about the public school system, the common cold, 
| highways, insurance, employee relations, sky-rocketing to 
Mars, management, and heavens knows what else—but all there 

\ with a purpose for profitable reading. 


N 


What’s the difference between NB and a straight business mag- 

azine, for instance? Well, it’s a lot like the difference between 
Aw Ladies Home Journal and Vogue. The latter, a woman’s book 

devoted to a womanly woman’s business. The Journal—a gen- 

eral magazine for women — herself, her family, her home, 
i\ IX health, community ... . 


And as you would expect—one with 400,000 circulation. The 
| other—5 million. But each with its own particular power and 
| 


purpose. 


You can lay Nation’s Business down alongside the LHJ and 
1 make some interesting comparisons. Here’s a Journal article on 
| politics; here’s one in NB. Politics—politics; education—educa- 
tion; health—health; business—business. Even fiction—fiction. 


It’s mass and class, no doubt about it. Today with business 
blossomed to a $600 billion market, there’s lots of room for a 
mass book like Nation’s Business with its 800,000 paid busi- 
nessman audience. You ought to be using it. 


mass coverage of business management . 


NUON DUSINESS 


A GENERAL MAGAZINE FOR BUSINESSMEN * WASHINGTON 6, D. C. 
NET PAID ABC 807,099 
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Barnes Says Admen 
Haven't Paid Enough 
Attention to Banks 


New York, Feb. 11—One reason 
why New York savings banks, with 
gross earnings close to $400,000,- 
000. spend only $4,000,000 on pro- 
motion is that admen haven't paid 
enough attention to financia] men. 

That’s the opinion of Z. C. 
Barnes, executive committee chair- 
man of Calkins & Holden, Carlock, 
McClinton & Smith. He told rep- 
resentatives of the Savings Bank 
Assn. of New York that banks 
should advertise constantly. 

Mr. Barnes proposed a four- 
point program for savings banks: 


4 IT’S IN THE BAG 
when you use photos in you: 
| promotions. Surveys prove 
. people prefer them. Pictorial 

mags. and newspapers reach 
1 top circ loti b of 
them. SINGLE PRINTS o 
money-sovin 


book No. 11. 
EYE*CATCHERS, Inc. 
207 €. 37th S1., N. ¥. City te 


° sub, avail- 
obie. Write tor FREE Proof. 


1. A top bank executive should 
be responsible for advertising and 
public relations. 

2. Banks should establish more 
branches and campaign to abolish 
the law prohibiting a savings bank 
from operating outside of its own 
county. 

3. Banks should offer depositors 
more than just savings account 
services and provide income tax 
aid and other helps. 

4. Each bank should develop 
and maintain a public personality. 


Community TV for Colorado 
Colorado’s first community TV 
installation is scheduled io begin 
operation at Trinidad in February, 
according to Cal Perley, manager 
of KCRT, Trinidad radio outlet. 
Trinidad is to be linked with 


/KKTV, Colorado Springs, Cnannel 
{11. The signal will go to a distri- 


bution point in Trinidad, and then 
by messenger lines into subscrib- 
ing homes. 


Madonna Joins ‘Jewelers’ 


Joseph Madonna has joined the | 


Hathaway's Copy 
Seems to Become 
More ‘Ineffabie’ 


(Continued from Page 1) 
ficult to remove”; another thought 
it meant “inevitable” One knew. 

Then they broadened the base. 
They tried five advertising agency 
v.p.s, obviously men entitled to 
| wear the Hathaway. Result: no 
correct identification. 

Then they tried three executives 
of Hewitt, Ogilvy, Benson & 
Mather, which handles advertising 
for C. F. Hathaway Co. No score. 
David Ogilvy said, “I think it 
/means ‘supremely, a lot.’” 
| When told where it appeared, 
Mr. Ogilvy said, ‘Lord, isn’t that 
| terrible!’ but he made a fast re- 
covery—‘“I’m not so sure but that 


staff of Jewelers’ Buyers Guide, |it'sS a good idea to use a word no- 


New York, as production manager. 


'body understands in a high-class, 


snobbish ad like that. . But I think 
it’s a dreadful phrase (ineffably 
male) and I wish I hadn’t used it.” 

Said Hewitt, Ogilvy’s radio di- 
rector Clint Wheeler: “I used to 


‘run a radio show called ‘pro- 


nounce it, if you can,’ but ‘inef- 
fably’ escapes me just at the mom- 
ent.” 


s Larry Nixon, Hewitt, Ogilvy’s 


p.r. director, asked to have the 
word spelled, couldn’t place its 
meaning, and on hearing the source 


philosophized that a Hathaway ad | 
“really ought to have a word in it} 


that no one understands.” 

One of Mr. Nixon’s assistants, 
Mrs. Harriet Meyer, did recall a 
literary fragment, which she iden- 
tified as Galsworthy: “An inef- 
fable yearning, as spring comes 
upon us, to throw ourselves down 
upon the earth and be one with 
it.” 

Quipped Mrs. Meyer, “I'd say 
the modern equivalent of inef- 
fably would be ‘out of this 
world.’ ’ 

Later Mr. Ogilvy told an AA 
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Sell the St. Louis Market 
the Way St. Louis Food Stores Do 


Leading St.Louis food stores sold their 
$400,000,000 food market in 1952 by using 
1,429,198 lines of advertising in the 


ST.LOUIS POST-DISPATCH 


the medium which gives you the most 
thorough and economical coverage 
of the St.Louis Market 


Chicago 


NATIONAL ADVERTISING OFFICES 


New York 
521 Fifth Avenue, 17 
J. V. AMBROSE, Manager 


Tribune Tower 


Florida 


E. M. ROSCHER, Manager 


311 Lincoln Road, Miamt Beach, Fla. 
THE LEONARD CO. 


PACIFIC COAST 


Los An 


Seattle 


WEST-HOLLIDAY CO., INC. 


San Francisco 
625 Market St, 5 


les 
520 W. Seventh St, 14 


603 Stewart St., 1 


Portland 
520 S. W. 


6th Ave. 4 


Advertising Age, February 


16, 1953 


Hathaway explains the sobbbism qf Linen 


* 


reporter, “I’m pretty sure that it 
came from the Bible or a hymn... 
practically everything I’ve stolen 
came from one or the other.” 

The following day, Mr. Ogilvy 
called up, identified the source as 
a hymn based on Psalm 104, writ- 
ten by Robert Grant, and to the 
tune of Hanover, and burst into 
song: 

O, measureless might 
Ineffabie love, 
While angels delight... 

Hathaway’s advertising direc- 


‘tor, H. W. Wallace, paused briefly 


when asked what 
meant. 

“Let’s see,’ Mr. Wallace tem- 
porized. “If you wait a minute Ill 
read it to you...” 

“No, don’t go to the dictionary,” 
the reporter said. 

“Well, then, from the Latin, er, 
in...in effacio...no, I don’t know. 
...1f you pressed me, I’d say ‘com- 
pletely,’ ‘all the way.’ ”’ 


“ineffably” 


# P.S.: The AA New York staffer 
who knew “ineffably” was Charlie 
Downes, who normally covers in- 
|dustrial stories. On examination, 
Mr. Downes was unable to identify 


the brand of shirt he was wearing; 
wife buys ’em. 

| Philip Ewald, promotion man- 
ager of The New Yorker, also 
defined ineffably correctly. 

(Ed: Funk & Wagnall says— 
|“ineffable (y): That cannot be ex- 
'pressed in speech; unspeakable; 
/unutterable; as, the ineffable joys 
of heaven...’’) 


Himmel Named Harco V. P. 


Martin Himmel has been named 
'v.p. of Hareo Laboratories Ltd., 
|Canadian subsidiary of Vitamin 
|Corp. of America, Newark. Mr. 
| Himmel has been with the corpor- 
lation since its founding in 1942. 
‘In his new post, he will be in 
| charge of all Canadian activities, 
' which he began in 1942 when he 
‘launched Canadian distribution for 
|Rybutol, the company’s’ major 
| product. 


Appoints Lambert & Feasley 


Harrower Laboratories Inc., Jer- 
sey City maker of pharmaceuti- 
cals, has appointed Lambert & 
/Feasley, New York, to handle its 
| advertising. 


TOPNOTCH ART 
AT SCISSOR-TIP 


Quality art creations, every one 
ORIGINAL, designed for flexible ap- 
plication in preparation of creative 
printing. Nothing canned, nothing 
stereotyped—instead, fresh, dynamic, 
idea inspiring—that's the monthly 


(SUPPER 


ART SERVICE 


300 SUBJECTS, 1000 PRINTS 


More than 300 subjects, more than 
1,000 reproduction prints every 
month, more than 20 ‘‘How to 
Use’’ samples. No wonder top- 
flight concerns renew year after 
year! 


Write FOR FREE SAMPLES 


MULTI-AD SERVICES, INC. 


105 Welnut St. + Peoria, Illinois 
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Everett Tomlinson, 
Onetime President 


of Doremus, Dies 


New York, Feb. 10—Everett T. 
Tomlinson, 62, limited partner in 
the stock exchange house of Mer- 
rill Lynch, Pierce, Fenner & 
Beane, and from 1928 to 1933 
president of Doremus & Co., fi- 
nancial advertising agency, died 
Feb. 7, after an illness of several 
weeks. 

After graduating from Williams 
College in 1906, Mr. Tomlinson 
entered the advertising business. 
During World War I, he directed 
advertising and publicity for the 
Liberty Loan drives in the Second 
Federal Reserve District. 

In 1919 he became v.p. and gen- 
eral manager of Doremus & Co., 
and succeeded to the presidency 
upon the death of C. W. Barron in 
1928. He resigned in 1933 and 
shortly afterward joined the brok- 
erage organization. 


STEWART P. TRENCH 

New York, Feb. 10—Stewart 
Power Trench, 58, president and 
publisher of American Metal Mar- 
ket, died Feb. 5 at his home. 

Mr. Trench was born in Orange, 
N. J., a son of C. S. Trench, a met- 
als broker who purchased Ameri- 
can Metal Market in 1896. The 
publication has appeared as a daily 
since 1899. 

Mr. Trench attended Ridley Col- 
lege in Canada and joined his fath- 
er’s publication in 1912. At the 
outbreak of World War I, he 
joined the British Army and served 
with the Royal Artillery. He be- 
came president and publisher of 
the trade publication in 1951. 


COLBERT A. BENNETT 

SALAMANCA, N. Y., Feb. 10—Col- 
bert A. Bennett, 74, retired adver- 
tising manager of the Salamanca 
Republican-Press, died Feb. 6 
after a long illness. 


CHARLES A. JOHNSON 

NEw York, Feb. 10—Charles A. 
Johnson, 58, eastern manager of 
West-Holliday Co., newspaper rep- 
resentative, died of a heart ail- 
ment Feb. 8. He had been with 
West-Holliday (formerly M. C. 
Mogensen Co.) since 1925, and 
managed its New York office since 
1934. A native of Colorado, he was 
graduated from the University of 
Chicago, and started his pusiness 
career as a reporter on the Albu- 
querque Journal. 


FRANK E. DODGE 

PROVIDENCE, Feb. 10—Frank E. 
Dodge, 79, former president of 
Frank E. Dodge & Co., died Feb. 3. 
Mr. Dodge headed the Providence 
agency until his retirement in 
1947. His son, William E. Dodge, 
is treasurer of the company. 


HENRY P. CONKEY 

Cuicaco, Feb. 10—Henry P. 
Conkey, 67, former president of 
W. B. Conkey Printing Co., Ham- 
mond, Ind., died yesterday. Mr. 
Conkey retired three years ago as 
president of the printing company 
which is now a division of Rand, 
McNally & Co. 


WILLIAM GRANT COOK 

San Dreco, Feb. 10—William 
Grant Cook, 86, former secretary- 
treasurer of J. Roland Kay Co., 
Chicago agency, died here Feb. 6. 
Mr. Cook retired from the agency 
in 1925. 


STANLEY B. WOOD 


New York, Feb. 10—Stanley B. 
Wood, 31, a member of the pro- 


duction staff of Dancer-Fitzger- | 


Advertising Age, February 16, 1953 


ald-Sample, died Feb. 7 at his) 


home in New Rochelle, N. Y. 
Born in Huntington, L. I. Mr. 

Wood attended the University of 

North Carolina and was graduated 


in 1947 from University of Vir-| 
ginia. Shortly afterward he joined | 
Cecil & Presbrey and was radio 
and television director of the 
agency’s St. Louis office. A little 
over two years ago he became 
traffic manager of Ruthrauff & 
Ryan here. He joined D-F-S the 
first of this year. 


Morris Sachs Signs 52-Week 
Radio Contract with WBBM 


Morris B. Sachs Inc., Chicago 
chain of clothing stores, has signed 
a 52-week contract with WBBM, 
Chicago, for 18 quarter-hour units 
per week, “one of the biggest time 
sales in the history of Chicago ra- 
dio,” according to the station. 

Morris B. Sachs, head of the 
clothing company, said the pur- 
chase came as the result of a six- 
month test of spot radio on Chi- 
cago stations which “proved to us 
that AM radio on a large station 
was the most economical buy we 


could make.” Advertising for the’| 
company, which spends between | 
25% and 35% of its budget on ra- appointed advertising manager of | 


Calcinator Appoints Two 


Calcinator Corp, 
Mich., manufacturer of Calcinator 
automatic garbag« disposal units, 
has appointed George H. Kennedy 
assistant to Willa:d M. Milbourne, 


| sales manager. Hardy B. Payor has 


been named marketing director. 


|Mr. Kennedy formerly was with 
|Consumers Power 
|Mich. Mr. Payor previously was 


Co., Jackson, 
a v.p. of Landers, Frary & Clark, 
New Britain, Conn. Until early in 
1953 Calcinator was a division of 
Valley Welding & Boiler Co., Bay 
City. 


Stedman ‘Report’ to Continue 


Mrs. Margaret A. Stedman, wid- 
ow of the late Gerald Eldridge 
Stedman, will continue publishing 
“Private Executive Report,” Chi- 
cago, a newsletter to the public 
utilities industry which Mr. Sted- 
man founded four years ago. 


Dickinson Named Comics A. M. 
Edward Dickinson Jr. has been 


dio, is handled by Ruthrauff &|the United Feature Comic Group, 


Ryan. The company also sponsors 
an hour-long TV show weekly. 


| 


Bay City, | 


Weintraub Handles K-F 
Advertising in West 


Kaiser-Frazer Sales Corp. ad- 
vertising on the West Coast is. 
‘handled by William H. Weintraub) 
|& Co., not West-Marquis, as re- 
|ported by AA Feb. 9. West-Mar- | 
| quis has been appointed by Wein- 
traub to handle the account of the’ 


_Angeles, San Francisco and the 


Kaiser-Frazer dealers associations 
and other local advertising in Los 


Pacific Northwest. 


Brewers Foundation Moves 


The United States Brewers 
Foundation, New York, has moved 
to 535 Fifth Ave. 


| 


| 
| 4 


| 
| 
} 


| 


ee ee ee | N 
i Yes, the Quad-Cities are as 

close together as the boroughs 
of New York . 


This is the station that cevers them 


WHBF = 


/ TELCO BUILDING, ROCK ISLAND, ILLINOIS 
> Represented by Avery-Knodel, Inc 


‘Sh 
q 


United Feature Syndicate, New 
| York. 

ORL. i ; 

st Bia seas 


BEY 


For commercials 
with impact...it’s 


V Film Spots 


ALA KLING 


* 


601 North Fairbanks Court 


CHICAGO 


HOLLYWOOD 
(Ray Patin Productions) 6650 Sunset Boulevard 


NEW YORK 


affiliated with Thompson Associates @ 40 E. 51st St. 


1928 Guardian Building 


DETROIT 


Pacing, integration, movement, pho- 
tographic excellence, art direction— 
these are the elements that make for 
maximum impact and T'V selling power. 
Kling blends these and other ingredi- 
ents from creative storyboards to fin- 
ished commercials with dramatic effect. 


In both animated and live spots, 
Kling’s consistent leadership stems 
from long experience, superior facili- 
ties, and top creative talent. Only Kling 
offers all three. 


Put this three-way key to the test 
and you see the result: Award of excel- 
lence from the New York Art Direc- 
tor’s for the Godchaux Sugar commer- 
cial produced by Kling’s Hollywood 
animation division headed by Ray 
Patin. 


For Ideal Dog Food, this three-way 
key resulted in a Kling-produced com- 
mercial that was chosen among the top 
ten of the best remembered TV spots 
by the Advertest Research Bureau. 


Our modern, fully equipped studios 
in Chicago and Hollywood are at your 
service. Let us give you the top quality 
results you want—commercials that 
sell. Kling gives you Advertising Know- 
manship plus Hollywood Showmanship! 


These Kling TV spot syndications are 
now available: 


1. Bank spots —cartoon animation 

2. Beer spots —series one (testimonials) 
3. Beer spots— series two (beer with food) 
4. Bread spots — stop action photography 


ADVERTISING 


5. Ice Cream spots 


Now on the presses! Our new booklet of inside infor- 
mation about Kling services. Write for your free copy. 


your only single source for: 


AND EDITORIAL ART 


DISPLAYS 
PHOTOGRAPHY 
TELEVISION FILMS 
SLIDE FILMS 
MOTION PICTURES 
SALES TRAINING 
AND MAINTENANCE MANUALS 
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U.S.News & World Report 


has now crossed the 600,000 mark 
in net paid circulation 


U.S.News & World Report 


is the only major weekly 
magazine to double the circulation 
it had six years ago 


Americas Class News Magazine 


MORE USEFUL TO MORE READERS 
MORE VALUABLE TO MORE ADVERTISERS 


Advertising Offices: 


30 ROCKEFELLER PLAZA 
NEW YORK 20, N. Y. 


BOSTON e PHILADELPHIA 
WASHINGTON e DETROIT 
CLEVELAND e CHICAGO 

ST. LOUIS « SAN FRANCISCO 
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Penetration 


Tell Whether Ads Sell 


(Continued from Page 1) 


The agency prepares a powerful 
and spectacular campaign. 

“At the end of a year, his whole 
advertising problem can be re- 
duced to one simple fact. Twelve 
months before, nobody in America 
knew his advertising message. 
Now, he has spent $1,000,000 ad- 
vertising ‘The Spectacular New 
Toothbrush That Ends All Tooth’ 
Decay.’ 

“How many people, as a result 
of this advertising, actually have 
this message in their heads? How 
many really remember it, so that 
when they walk into a drug store 
this new story leads them to reach 
for our manufacturer’s new prod- 
uct? 


s “This can be measured in two 
steps: (1) How many people re- 
member this new message? (2) 
Of those who remember, how 
many are switching to the new 
toothbrush? 

“Manufacturers who try this 
type of research on a_ national 
scale are in for some rude sur- 
prises. It would interest the ex- 
ecutives of one of the top rubber 
companies, for example, if they 
stopped 100 people and asked them 
what they recalled of the com- 
pany’s advertising. They would 
discover only three or four people 
out of 100 have the vaguest idea 
of what message they’ve been 
running for several years at a 
cost of many million dollars. 

“On the other hand, if they pur- 
sued the study further, they would 
find that many advertisers spend- 
ing only $700,000 a year have their 
message in the heads of as many 
as 60 out of 100 people.” 


e Mr. Reeves says his agency 
measures such things annually, 
using about 5,000 people in more 
than 500 counties in all 48 states. 

“It is one of the largest and most 
scientifically balanced surveys in 
research today,” he says. “Each 
year we measure the penetration 
of many products, such as soaps, 
headache remedies, shave creams, 
deodorants, beers, cigarets, grocery 
products and other items.” 

Using the chart reproduced on 
this page, Mr. Reeves said the bars 
represent 55 major advertising 
campaigns, backed by heavy ap- 
propriations. “But look at the as- 
tonishing difference in how their 
copy is getting into the brains of 
people. Some advertisers spending 
as much as $4,500,000 are at the 
bottom. Others spending $1,000,000 
or less are right up at the top.” 


s “Obviously,” he continued, “if 
a manufacturer is spending $4,- 
500,000, and only 6% of the people 
remember his story, something is 
very wrong-—especially when a 
competitor spending $1,000,000 
manages to get his message into 
the heads of 60% of the people.” 

Mr. Reeves terms this “how 
much” penetration, but cautioned 
that it is not the whole story. “An 
advertiser may be getting high 
penetration at low cost on his mes- 
sage,” he points out, “but the mes- 
sage itself may be worthless. So, 
it is necessary to determine Point 
2 mentioned above, that is, once) 
the copy message is in the con-| 
sumer’s brain, is it winning users 
for the product? 


s “Measurement No. 2 is fairly 
simple in theory. To make the 
point plain, let’s assume that 50% 
of the people in America remem- 


consumer just went in the store 


ber the story of the remarkable 
new tooth brush that ends all tooth | 
decay. But the remaining 50% re- 
member nothing of the ads. It is 
necessary, then, to find what per- 
centage in each category is buying 
the tooth brush to discover the 


Studies | 


‘pull’ of the message itself. 

“Now, of the 50% who don’t re- 
member the copy, say 5% are us- 
ing the tooth brush. Maybe the 
druggist recommended it, or the 


and said, ‘Give me a tooth brush.’ 
In any case, this 5% of sales could 
not be credited to any magic in 
the campaign itself. 

“As for the 50% who do remem- 
ber the advertising, say 30% are 
buying the tooth brush. If so, you 
are then getting 25 more users for 
every 100 people who know your 
story.” 


® On occasion, he points out, the 
Bates agency finds two manufac- 
turers who register equal pene- 
tration with two different copy 
stories. Yet one copy story pulls 
four or five times more users than 
the other. 

“And it isn’t impossible that 
sales are actually lower where the 
public remembers the advertising 
campaign,” Mr. Reeves observes, 
“because the copy story is actually 
detrimental to the product instead 
of creating new sales.” 

Mr. Reeves, who emphasizes that 
recall is never so clear cut as 
outlined here, says that penetration 
measuring also turns up the “resi- 
due” of ad campaigns that ran 
many years ago. 

“One cigaret,” he said, “still has 
a high penetration on a campaign 
that has not run for 11 years. And 
this story seems to have more sales 
punch than the current story it is 
running.” 

Mr. Reeves told of a headache 
remedy which has been running 
a famous musical commercial for 
years. “The penetration is very 
high,” he said, “but nobody re- 
members the copy. They only re- 
member the sound effect. It may 
be good advertising to spend mil- 
lions ‘selling’ a sound effect, but 
I doubt it.” 


es “Another big advertiser,” he 
went on, “believes that he’s ad- 
vertising the speed with which his 
product works. However, our 
studies show that a minor story 
in his campaign is actually getting 
all the penetration, and the speed 
angle (on which he’s spending 
$3,500,000 a year) is hardly going 
over at all. 

“Still another manufacturer, 
spending only $700,000 a year, has 
one of the highest penetration rat- 
ings in America. However, his copy 
story does a very poor job in win- 
ning extra users for his brand.” 


Mail Pouch Pushes Contest 


Mail Pouch Tobacco Co., Wheel- 
ing, W. Va., is using full-page ads 
in The American Weekly, Collier’s, 
Parade and The Saturday Evening 
Post to push a contest for Ken- 
tucky Club pipe tobacco. The con- 
test offers a 12-day all-expense 
trip for two to England and the 
Coronation. A dealer contest of- 
fering 126 prizes for the best dis- 
plays tying in with the consumer 
contest is planned also. Charles W. 
Hoyt Co, New York, is the agency. 


‘Free Press’ to 9 Columns 


The Free Press, Burlington, Vt., 
appeared for the first time with 
nine columns to the page instead 
of eight on Feb. 9. The extra col- 
umn was obtained through a re- 
duction in width of columns from 
12 to 11% picas. David W. Howe, 
publisher, said the paper is the 
first daily in New England to be 
published in the nine-column for- 
mat. 


Wangers Joins Weintraub 

Jim Wangers, formerly promo- 
tion director of Coronet, New York, 
has joined William H. Weintraub 
& Co., New York, as assistant to 
the account executive on the Kais- 
er-Frazer account. Mr. Wangers 
will work in the Detroit office. 


Sigg 


about $700,000 to $4,500,000 annually, 


$3,000,000 and $1,000,000, respectively) 
in the heads of fewer people than Brand 


DIFFERENCES—These 55 big advertisers spend anywhere from 


scores vary widely. Here, headache remedies B and C (spending 
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How 3 Headache Remedies Rank 
Among 55 Advertised Products 
in Bates Penetration Studies 
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ally better off. The reason: their copy is pulling in more new 
users. Brand A is obviously faced with the problem of strength- 
ening its copy story. Brand C, with its copy doing all right as 
is, has the definite problem of getting its message into the heads 
of more people. 


but their penetration 


have their messages 
A, but they are actu- 


West Coast Co-op 
Campaign Jacks Up 
English Ford Sales 


San FRANCISCO, Feb. 11—English 
built Fords are getting a big push 
on the West Coast through a strong 
cooperative ad program. 

Thirty-three dealers in ncrthern 
California, southern Oregon and 
northern Nevada have teamed up 
for the campaign. A series of 500- 
line newspaper ads will run during 
the first six months of 1953. 

Latest auto registration figures 
for the three states indicate Eng- 
lish Ford sales are running 40% 
ahead of last year. 


® Cecil Whitebone, San Francisco 
Ford dealer, has been promoting 
the English make cars for more 
than two years now, and the joint 
dealer venture resulted from his 
initiative. 

An advertising fund has been 
set up, with the dealers’ total con- 
tribution being matched—nhalf by 
the Whitebone agency and half by 
Ford Motor Co. 

The ads run under the program 
list only the single English Ford 
dealer in the newspaper’s area. 
This has the effect of making the 
ad appear as the individual ef- 
fort of each dealer. 


# The first ad in the series ran 
Jan. 16, introducing the Ford 
Zephyr and Consul as “the cars to 
see in ’53.” A follow-up ad on 
Jan. 30 was headlined: “Taking 
California by Storm.” Copy said: 

“Each month for 24 months, a 
greater amount of English Fords 
has been sold in the State of Cali- 
fornia. And now, California sells 
more English Fords than any state 
in the country.” 

Richard N. Meltzer Advertising, 
San Francisco, is handling the 
campaign. 


Form Group to Oppose 
|12-Year Bonding Period 

| The Distillers Council to Main- 
tain Bonding Standards has been 
'formed in Louisville. D. L. Street, 
|executive v.p. of Brown-Forman 
| Distillers Corp., has been named 


|chairman of the group, which op- | 


|poses the extension of the bond- 
|ing period for American whisky 
‘from 8 to 12 years. 

Distillers with the biggest in- 
ventories—Schenley, Publicker 
and National—seek an increase in 
|the eight-year period (AA, Feb. 
'9), while Brown-Forman, Sea- 


gram and Hiram Walker are op-| 


posed. Federal taxes on bonded 
‘whiskies are due and payable 
when the eight-year period is up, 
whether or not the whisky is sold. 


| Sutton Publishing Joins NBP 


| The trade publications of Sutton 
Publishing Co., New York, have 
joined National Business Publica- 
tions Inc., Washington. The Sut- 
ton publications are Electrical 
Equipment, Electronic Equipment, 
Contractors’ Electrical Equipment 
and Metal-Working . 


Names Bozell & Jacobs 

U.S. Thermo Control Co., Min- 
neapolis manufacturer of mechani- 
cal truck refrigeration systems, has 
appointed Bozell & Jacobs, Min- 


dled by Melamed-Hobbs, St. Paul. 


WSOK Adds FM Transmitter 

The Federal Communications 
Commission has granted Nashville 
Broadcasting Co. a permit to con- 
struct a frequency modulation sta- 
tion in Nashville. The company 
operates WSOK, and will add new 
facilities under the name of 
WSOK-FM. The 1,000-watt station 
is scheduled to go on the air in 
early spring. 


Bunn Named KRLW Manager 


Neal B. Bunn, assistant manager 


1 : Min-| of KNEA, Jonesboro, Ark., since 
neapolis, to handle its advertising. | the station went on the air in 1950, 
Previously, the account was han-|has been named general manager 


of KRLW, Walnut Ridge, Ark. 


National Nielsen-Ranking of Radio Shows 
Week of Jan. 4-10, 1953 
All figures copyright by A. C. Nielsen Co. 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,864) 
1 SR OE re eee er ree ere ee .892 
2 GUUe DONNY CRMITIOON TORREED, COB) onc cc ccccccccccecccccccscrececeees 6,265 
3 “Ss. BP. RS reer 6,265 
4 Charlie McCarthy Show (Hudmut, CBS) ........... 000000 ee 6,041 
5 Ss RR re rere 5,549 
6 ke Bo. Be ere rererraenee 4,565 
7 TO Se OC rr ree eee 4,475 
8 EE OE EI, TED og vecnswcscisnwebceseyieetesssenedan 4.475 
9 You Bet Your Life (DeSoto-Plymouth, NBC) .............0 000000000 cue 296 
10 My Untle Margie (Philip Morris, CBS) 2... .. ccc ccc ccc ccc cc ccccccces 4,162 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,566) 
1 I cies obese bk 6506 64 deeded es T Same e 2,775 
2 ee er Cee Cee GON, TOEP ivicccccsaeecsscbocsncdvczenwead 2,685 
3 RRP rer er rrr eer te 1 op ee ee 2,596 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,059) 
1 Arthur Godfrey (National Biscuit, CBS) .................. 3.714 
2 Arthur Godfrey (Liggett & Myers, CBS) .........0 2. cee 3,535 
3 Romance of Helen Trent (Whitehall, CBS) .................. .3,446 
4 Se B Ee - Se | reer ree eer 3,312 
5 re Me tices tescctccsbendiacee rived eeeeell 3,222 
6 cc F fo PSA eee 3,222 
7 I, Enon nsec dccsvecnssadeondesaneewate acne 
8 Wendy Warren & News (General Foods, CBS) ......... 0.0.0.0. 0 000 eee 2,998 
S ee WS POE COE, TOD cosescccccsvcesncgucssencncvesesas 2,998 
10 eT ca ed k Kees asic eehacbeeeeaneeenauede 2,954 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,164) 
1 True Detective Mysteries (Williamson Candy, MBS) ............. ...... 2,327 
2 New York Philharmonic (Willys-Overland, CBS) ...............00..04004. 1,969 
3 SD SU, Eo oe dds so taees ss 6% snc h bos esieaeeys .. 1,880 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,298) 
1 Stars Over Hollywood (Carnation, CBS) . ; .. .2,640 
2 Theater of Today (Armstrong, CBS) ..... . ere ee 2,417 
3 re, Ce vcs bedis ed vad sade bape nee $aeeceae 2.103 


| *The percentage of homes reached (‘‘Nielsen-Rating’’) may be determined by comparing the number 
| of homes reached with 44,751,000, the 1953 Nielsen estimate of total U. S. radio homes 


ARB Multi-City Ratings 


Week of Jan. 6-12, 1953 


American Research Bureau 


| Rank Program Rating Rank Program Homes 
1 I Love Lucy (Philip Morris, CBS) ..... 68.2 a p (000) 
2 Godfrey's Talent Scouts (Lever- me 1 ten Lucy (Philip Morris, sean 
Se GEE Se eeWandseeeeseseucsy 5 eee ie th io eres 2 eees aH . 
3 Godfrey & His Friends (Several : on ae a 
CUEREING, GEE cc cccvecccccccsccese 52.9 3 You Bet Your Life (DeSoto- 
4 You Bet Your Life (DeSoto- oe ,  . rPPPrarar 10,350 
| MD Sietexes te cescocees 50.6 4 Your Show of Shows (Several 
5 Texaco Star Theater (NBC) ......... 50.1 eae 9,370 
|! 6 Dragnet (Liggett & Myers, NBC)...... 48.6 5 Dragnet (Liggett & Myers, NBC) ..... 9,290 
| 7 Your Show of Shows (Several 6 Texaco Star Theater (NBC) ........8,900 
epeneers, WBE) .cccsscccsoses _.«s+.-43.8 7 Colgate Comedy Hour (NBC) ........ 8,480 
8 What's My Line? (Jules Montenier, 8 Godfrey's Talent Scouts (Lever- 
SE. Watethedketewidadsnes «0% ....41.6 BO, WE Ue gee eakces oe eds .290 
9 Colgate Comedy Hour (NBC) ........ 40.0 9 Fireside Theater (P&G. NBC) .......8,120 
0 Fireside Theater (P&G. NBC) .... 39.8 10 What's My Line? (Jules Montenier. 
10 Our Miss Brooks (Colgate, CBS) 39.8 Pa 550 


bails gee ee ny Pets are eae eee a ey cee Bees oe i Te [Ut eee aid Sint gs ni Rae ee aye es ER Or ia ae 2 yes ee at cc) eae et ie 
Te ae Aree OU eee 2 aa eae 5 ase ae a No eT) Recs fy ee ope 1 RMI aa eC BA BR Bate Cs ac pcr 9 xno nt Sh eS (ci eet ES Be 
‘ enh Ban ene od Se ae % ce é y oe be pe aS af i Ne pay i red ye. * t © on é 3 a oat 
44 ee 
yr ’ 
ae 
7 isch " i 
ae MILLIO 
re 
ath RAT 
ra ee PER 100 PENET ‘ 
7 m3 
pe ee pI4 Sl 
aa ] 
ee OA gg 
ey Parl - A q dn . 
7 | S779 ae 
: N94 92. | os 
| p+ 336332 q 
| + | ™ 
: , 
: | hd “as 
: US b ‘ | on 
238234 C q he 
Pi Be novi yy a | = 
: a 59 90 sind 
ou | 4 ; y 
ape : | 
= 
_ 4| | 
we 89 Ht v 
i "bs i. 
ge j ny | aa 
sa ee 1$ ‘| | Fw 
a = | or 
Pee | | on 
pig — 
he i : 
oT Pe P| cw 
z . — — —— ———————————— — ee - eS —E | ee 
a 
v 
: | 3% 
came ¢ 
: *.' 
; a . 
eae Bin 
pote gg . 
ee . = 
- es B col 
} nk 
fra 
a | his 
e Eee i oi 
ies | a 
. 
ia , 
; ‘| 
ieaetale i 
it~ : ? 
a ‘ 
‘ é 4 ~ 
ioe y 
i i 
e 3 | | ee 
| \ > 
‘ } 
a —_ 
nal sh 
: : ee al 
Pi 
to 
’ 
; ot 


ea 


RR. MMR I a ene ome i 


rT 


Bing Crosby tells his own story to Saturday Eve- 
ning Post readers (starting Feb. 14 issue) in his own 
colorful lingo. It’s fascinating, funny and very, very 
frank. From his boyhood escapades in Spokane to 
his latest triumph in Hollywood, you’ll enjoy every 
word of “Call Me Lucky.” 


POST 


When America looks for a new car, it starts its 
shopping tour in the magazine that carries the most 
automotive advertising: The Saturday Evening 
Post. Surveys show that readers pay more attention 
to advertisements in the Post than to those in any 
‘other leading weekly magazine. 


Bing’s biggest hit, “Going My Way,” was filmed 
without script or scenario. They rewrote the plot 
each morning. They’d outline a scene, then ad-lib 
it. They wound up with a fistful of Academy Awards 
—a far cry from Bing’s film debut as a singer and 
custard-pie receiver in Mack Sennett shorts. 
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\\ a 7] The doctor’s partner is the 
NX; y druggist. He, too, has earned 

the confidence of the nation. 
And so have the drug products—and every other 
kind of product—advertised in the Post. Products 
that are Post Recognized Values. 


y 
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Crosby’s feud with Hope began when their writers 
discovered insults were the easiest quips to write. 
Bing’s story is full of behind-the-scenes glimpses, 
warmth, and humor. Millions will read it first in the 
Post. Great features like this are one reason why 
readers spend the most time with the Post. 


The Saturday Evening 


post) 
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Lebow Ads to Men 
Stress Clothes 
Appeal to Women 


BALTIMORE, Feb. 10—The new 
spring advertising portfolio for | 
Lebow Clothes has gone farther 
than ever in the direction of selling | 
the man through his lady. 

Under the continuing theme, 
“The Lady Says Yes...He Wears 
Lebow Clothes,” Lebow Brothers 
Inc. is breaking a series of dra- 


| 


matic interest advertisements in 


Harper’s Bazaar, Holiday, The 
New Yorker, Town & Country and 
Vogue. 

The national ads are merchan- 
dised to retailers through a port- 
folio which includes reprints of 
the magazine insertions, a com- 
plete newspaper service involving 
retail adaptations of the national | 
ads, and giant color blowups of the | 
ads for use as window and interior | 
displays. 

Henry J. Kaufman & Associates, 
Washington, is the agency. 


1847 Rogers Bros. Plans 
Heavy Drive for New Ware 


The “heaviest concentration of 
national advertising, merchandis- 
ing and publicity in its. . history” | 
will be used by the 1847 Rogers 
Bros. division of International Sil- 
ver Co., New York, to introduce its 
new Heritage pattern flatware. The 
new line will be out about mid- 
April. 

_In addition to radio and televi- 
sion, color ads will appear in the 
April, May and June issues of 
Bride’s Magazine, Family Circle, 
Farm Journal, Ladies’ Home Jour- 
nal, McCall's, Modern Bride. Mod- 
ern Romances, Modern Screen, Mo- 
tion Picture, Screen Stories, True 
Confessions and Woman’s Day. 
Young & Rubicam handles the 1847 | 
Rogers Bros. account for Interna- | 
tional Silver. 


Putnam Sells ‘Capital Journal’ 


Sale of the Capital Journal, | 
Salem, Ore., afternoon newspaper, | 
has been announced by George 
Putnam, publisher, and Robert 
Letts Jones, business manager. The 
purchaser is Bernard Mainwaring. | 
formerly owner and publisher of | 
the Free Press, Nampa, Ida. Mr. | 
Mainwaring also announced the’! 
sale of the Nampa Free Press to. 
Robert S. Howard and the Scripps | 
League of Newspapers. Mr. Put-| 
nam has been editor and publisher 
of the Capital Journal for 34 years. | 
He will remain with the paper as 
editor emeritus in an advisory 
capacity. 


Schnering Sons Head Curtiss 


Two sons of the late Otto 
Schnering, founder of Curtiss Can- 
dy Co., Chicago, have been elected | 
to key positions in the company. 
Robert B. Schnering succeeds his 
father as president and Philip B. 
Schnering has been named senior | 
v.p. in charge of sales. Both broth- 
ers have been v.p.s since 1946. 


Ed. Deuss Gets Hotel 


The Edgewater Beach Hotel, 
Chicago, previously a direct ad-| 
vertiser, has named Ed. Deuss Ad- 
vertising, Chicago, to handle its 
promotion. 


| 


United-Carr Boosts Fasteners 


United-Carr Fastener Corp., 
Cambridge, Mass., manufacturer of 
Dot Snap Fasteners, in March will 
begin a national advertising cam- 
paign. The ads, using the photo- 
sequence technique, will run in 
the March issues of Parents’ Mag- 
azine, Ladies’ Home Journal and 
The Saturday Evening Post. The 
schedule calls also for insertions 
in trade publications in the apparel 
field. The advertising budget for 
1953 has been increased. Anderson 
& Cairns, New York, is the agency. | 


Appoints J]. M. Hickerson 


General Electric Supply Corp.., | 
distributor subsidiary of General | 
Electric Co., Schenectady, has ap-| 
pointed J. M. Hickerson Inc., New | 
York, to handle its 1953 promo- | 
tion tie-in with the 75th anniver- | 
sary of the parent company. 


| 


Names Rose-Martin Agency 


Reliance Pencil Corp., Mt. Ver- | 
non, N. Y., and Jewel Molding. 
Corp., Bronx, plastic injection | 


molder, have named Rose-Martin, | 


account. 


Yardley Uses Lines 
by Famous Poets in 
New Magazine Copy 


New York, Feb. 10—Shakes- 
peare, Marlowe, Wordsworth, By- 
ron and other well known “copy- 
writers” have contributed to a new 
series of Yardley of London ads 
in women’s service and fashion 


/magazines and The New Yorker. | 


Purpose of the campaign is to 
associate beauty with Yardley 
fragrances, aids to beauty atid bath 
luxuries. Theme of the new drive 
is “Yardley, a language of loveli- 
ness.” Each ad features a romantic 
thought written by a great poet. It 
is illustrated by a dream-like pho- | 
tograph of a lovely girl. N. W.| 
Ayer & Son is the agency on the | 


| 


@ Ayer’s copywriters, after devel- 


oping the campaign and its theme, | 


| 


spent many long hours hunting 
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quotations. 

An unusual! layout is being used. 
The main part of each ad is a 
left-hand bleed page using the 
photo, the quotations, the phrase, 
“Yardley, a language of loveli- 
ness,” and the company’s signa- 
ture. Facing this is a two-column 
ad repeating the illustration and 
showing Yardley products. The 
campaign was designed chiefly to 
appeal to younger women. 

Yardley also is beginning its 
first campaign in this country for 


its Yardley men’s products. Time | 


and The New Yorker are being 
used for these two-thirds-page 
ads. 


Industrial Admen Name Smith 


Harry W. Smith, head of Harry 
W. Smith Inc., New York indus- 


‘Journal’ Promotes Two 


| John C. A. Watkins, assistant 
publisher of the Providence Jour- 
| nal, has been named associate pub- 
‘lisher. Sevellon Brown IIF, asso- 
‘ciate editor, has been promcted to 
' editor. Sevellon Brown, editor and 
|publisher since 1942, will remain 
in active direction of Providence 
| Journal Co., which also publishes 
ithe Evening Journal and the Sun- 
day Journal, as well as operating 
‘radio station WPJB. 


_KTLN Increases Power 


The Federal Communications 
Commission has approved the ap- 
plication of KTLN, Denver, for a 
power increase and a broadcasting 
time extension. The station power 
will go from 1,000 to 5,000 watts. 
Broadcast time has been extended 
from daylight hours to a 24-hour 
basis. 


trial publicity consultant, has been | 


appointed chairman of the public 
relations committee of the Na- 


tional Industrial Advertisers Assn., | 


New York. Mr. Smith succeeds 
Robert W. Evans, assistant to the 
p.r. director of U. S. Steel Co., 


New York, to handle their adver- | through the poetic literature of who has been transferred from 


tising. 


| various countries to select the right Pittsburgh to San Francisco. 


| Torrence Named Morrell A. M. 


John Morrell & Co., Ottumwa, 
Ia., meat packer, has promoted 
Floyd J. Torrence to advertising 
manager. Mr. Torrence, who has 
been assistant advertising manager, 
succeeds the late A. C. Michener. 


® As a businessman. 


He is one of more than a million 
TIME-reading family heads who buy, 
or influence the buying of, goods and 
services for their companies. 


M Evidence on request. 


The man in two 


The following research reports present the facts of 
TIME’s readership among the top men of each market 
listed. Please send, by number, for the reports you are 
interested in. 


MAGAZINES READ BY: 


Executives who determine plant locations 


Presidents of U. S. corporations 
Top executives and professional men in the 

construction industry 
U.S. purchasing agents 


Buyers of materials handling equipment 
Engineers listed in ‘‘Who’s Who in Engineering” 


Bank presidents 
Best customers and prospects of 60 industrial 
companies 


Government officials in Washington, D.C. 


““Men on the Way Up” 


Buyers of office machinery and supplies 


U. S. truck owners and prospects 


NO. OF REPORT: 
1090 
1110 


1093 
1124 
1111 
1069 
1047 


1053 
1111-A 
1102 
1096 
1105 


Q.E.D. 


Whatever you are marketing—from tur- 
bines to tourist tickets— your prime pros- 
pects are the readers of TIME. Circulation 
is now 1,700,000 families— America’s largest 
audience of best customers. Best customers 
in two positions to buy. 
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Water Commissioner Tests TV Program 
Popularity by Watching Water Pressure 


TOLEDO, Feb. 


research. 

According to a story in the To- 
ledo Blade, George J. Van Dorp, 
the city’s water commissioner, only 
has to look at his pressure gauge 
to check the popularity of televi- 
sion programs. 

While Nielsen, Hooper, Pulse, 
Trendex, et al scurry around tele- 
phoning people and sending inter- 
viewers to homes, Mr. Van Dorp 
measures the audience ensconced 
in his office. For he has found out, 
reports the Blade, that water pres- 
sure “remains high during a tele- 


vision program, while everybody. 


is sitting quietly watching, but 
suddenly drops at the end of the 
program because—guess wnat—so 
many persons get up and go to the 
bathroom at the same time.” 


# Mr. Van Dorp says it’s all very 


10—The Toledo! 
water department has cracked one) 
of the biggest secrets of audience 


simple—people just stay close to 
their sets during a program, but 
promptly get up when the com- 


|mercials come'on. The result is a 


sudden drain on the water supply, 
which is reflected immediately in 
the pressure gauge. 

The Toledo water commissioner 
has even worked out his own TV 
rating system. He calls it “P Rat- 
ing’—short for “Program Popu- 
larity through Pumpage and Pres- 
sure.” 

Mr. Van Dorp thinks his formu- 
la could be applied by water- 
works engineers in other cities, 
too. He has written a paper on the 
subject and it will appear in the 
March issue of Public Works Mag- 
azine. 


# The Toledo water department 
did not take up the study of audi- 
ence measurement as an idle pas- 
time. Two years ago it began to 
notice “sharp, sudden and unex- 


met te we Rey 
|; ae g 8s $ 3 
CS ACTUAL WATER OUTPUT SS MEAN AVERAGE WATER OUTPUT 


GRAPH SHOWS HOW WATER USE FLUCTUATES IN TYPICAL EVENING 
Good show from 9:30 to 10, wasn’t it? Figures at left and right indicate pumpage 
rate in terms of millions of gallons per day 


plainable variations in the de- 
mand for water during an eve- 
ning.” Industrial plants, which 
needed water to cool machinery, 
began to complain that the water 
flow “would suddenly go down to 
a comparative trickle.” 

Two investigators assigned by 
Mr. Van Dorp to locate the source 
of trouble reported back that “the | 
fluctuations were there, all right, | 
but they seemed to be everywhere | 
in the system. The cause just) 
couldn’t be localized.” 

Further study showed the ups | 


and downs came at half-hour or 
hour intervals. “We had found the 
culprit at last,” Mr. Van Dorp 
told the Blade. “It was television.” 


# Mr. Van Dorp says families all 
over Toledo apparently leave their 
sets during the between-program 
commercials. Some get drinks or 
finish washing the dinner dishes, 
but he says the largest use un- 
questionably is that of bathroom 
facilities, which use an average of 
eight gallons for each operation. 
Mr. Van Dorp has plenty of ex- 


positions to buy | 


@ As a family man. 


He and his wife and their friends are 
consistent best customers for all 
types of better products and serv- 
ices. Their interests are broader, 
and their means way above the 


national average. 


M@ Evidence on request. 


The following reports present the facts of TIME’s reader- 
ship among known buyers of better merchandise. Please 
send, by number, for the reports you are interested in. 


MAGAZINES READ BY: 


NO. OF REPORT: 


Best charge-account customers in 21 leading 
department stores 

Home appliance buyers 
Television-set buyers 

New-auto buyers 

U.S. college graduates 

U.S. holders of air travel cards 

U.S. college students 

Women members of department store 
college fashion boards 

Life insurance buyers 

Buyers 6f men’s shoes 

Guests at U. S. resort hotels 
International air travelers 


1089 
1117 
1122 
1108 
1015 
1061 
1121 


1070 
1128 
1068 
1083 
1131 


Sat 
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amples to support his theory. 

He says that one night, while 
“I Love Lucy” was on, “the rate 
of water consumption went down 
13.8% from the normal pumpage 
line. In the space of about five 
minutes when the program ended, 
it shot up 22% over the low, show- 
ing a brief net gain in use of 
8.2%.” 


s He says that on another night 
pressure in water mains dropped 
,30% in a matter of minutes. “In 
the past,” he pointed out, “when 
/a pressure drop like that occurred, 
we would send out an emergency 
‘crew to see if a 12-inch main, or 
even a larger one, had burst.” 

“I Love Lucy” is the top TV 
program on Mr. Van Dorp’s rat- 
ing system. 

Another example given by Mr. 
Van Dorp was an hour-long drama 
telecast on Sunday night, Jan. 18, 
between 9 and 10 p.m. He said 
water consumption was generally 
low during the entire hour, but 
about 9:20 it rose 6.5% for just a 
couple of minutes, and at 9:40 
there was a brief upward swing of 
10.5%. 


s “Those are the commercials,” 
he explained. “People left their 
sets while the commercials were 
on and used water in various 
ways.” 

Mr. Van Dorp admits his task is 
simplified because Toledo has only 
one TV station, but he says the 
Detroit water superintendent, L. 
G. Lenhart, has noticed the same 
phenomenon. 

Mr. Van Dorp told the Blade 
that “the men at the pumping sta- 
tion get a laugh out of those pres- 
sure changes now. They know 
what shows are coming up on TV, 
and they can tell in advance what’s 
going to happen. They know the 
abnormal demand will last only a 
few minutes, so they don’t turn 
on one of the extra pumps.” 


CBS Radio Names West 


Bert West, formerly eastern rep- 
resentative for KNX, Los Angeles, 
has been appointed to head the 
augmented operation of CBS Ra- 
dio spot sales in San Francisco. 
Hugh Stump of the San Francisco 
office will move to Chicago as a 
spot sales account executive. 


Joins Kastor, Farrell 


Ida Brugnone has joined Kastor, 
Farrell, Chesley & Clifford, New 
York, as traffic supervisor. 


The Fobulus Souths? 


The Biggest 30c Buy 
In The Nation 


Blanketing 24 Counties 
of West Texas 
and Southern New Mexico 


/> BILLION DOLLAR 


RETAIL SALES 


Covered Exclusively by 


The Zl Paso Times 


An Independent Newspaper 
Morning and Sunday 


E] Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


‘ONE LOW RATE 
BUYS BOTH! 
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The pundits who so solemnly explained 
that television’s popularity was largely 
based on its ‘“‘novelty” may now go to 
the rear of the class. 

Today some five years after the novelty 
has worn off, Americans continue to find 
television as irresistible as easy money, 
as compelling as a thunderstorm. And 
the pattern of their devotion is as plain 
as the forest on the rooftops. 

Families with sets devote more time to 
television than ever before—an average 
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last year of four hours and forty-nine 
minutes a day. This is more time than 
the American family has ever given to 
any spare-time pursuit. 

Though not all areas yet have access to 
television, one television program wins, 
week after week, the largest audience ever 
garnered by any medium in advertising 
history—40,000,000 people! 

That program, of course, is carried over 
CBS Television, as are most of the most 
popular nighttime television programs. 


Indeed, in the nation’s leading markets, 
where audiences have a choice of what to 
look at, CBS Television keeps winning the 
highest average audience of any network. 

Add to a pattern of leadership the fact 
that CBS Television delivers these great 
audiences at the lowest cost per thousand 
...and it becomes clear why advertisers 
use more time on CBS Television than on 
any other network. 


CBS TELEVISION 
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Reopens Midwest Office 

Cowan Publishing Corp., New 
York, publisher of Radio-Televi- 
sion Service Dealer and CQ, the 
Radio Amateurs’ Journal, has re- 
opened a midwestern office at 333 
N. Michigan Ave., Chicago. Harold 
| F. Mann has been appointed mid- 
| 


sell the TOP man... 


western advertising sales mana-| 
ger for the publications. 


DO IT NOW 


THROUGH |) 
EdnaLite to Seidenbaum 
EdnaLite Optical Co., Peekskill, 
N. Y., has appointed William G. 
Seidenbaum & Co., New York, to 
‘direct advertising and merchan- 
dising. 


The Official Magazine of the 
REGISTERED 
PROFESSIONAL ENGINEER 


Promotes Charles Burns 


American Optical Co., South- | 
promoted | 


_bridge, Mass., has 
Charles E. Burns to assistant ad- 
vertising manager. Mr. Burns has 
served in the advertising depart- 
ment since he joined the company 
in 1944. 


Eco Names Michener Co. 


| Eco Engineering Co., Newark, 
.N.J., manufacturer of Allchem 
pumps and Eco pumps, has ap- 
pointed Michener Co., Philadel- 
phia, to direct its advertising. 
Trade journals, direct mail and 
trade shows will be used. 


Dy 


Source: Media Records, Year 1952. 
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JESSE H. JONES, Publisher 
JOHN T. JONES Jr., President 


You're Also Right When You Use 
The CHRONICLE To Sell HOUSTON 


Again in 1952, the dominant paper 
in Advertising... News... Circulation 


12,178,462 More Lines of ADVERTISING than the Post 
25,923,017 More Lines of ADVERTISING than the Press 


And Even More Important... 
2,319,917 More Lines of NEWS than the Post 
10,178,319 More Lines of NEWS than the Press 


And By Far Houston’s Largest Circulation 


For additional facts about the No. 1 
paper in the South’s No. 1 market, contact 
your nearest Branham Company office. 


R. W. McCARTHY, Advertising Director 
M. J. GIBBONS, National Advertising Mgr. 


HUMAN INTEREST AGAIN—W. A. Sheaffer Pen Co. dealers will soon show this dis- 

play which presents two pictures in the same frame opening (the front picture at 

right is perforated; an alternating light discloses the other). The display was de- 

signed by Ketterlinus, which made it by license with Eastman Kodak Co. and Rich- 

ard C. Engelken Inc. The display is in two sizes, for windows and counters. This is 
the first Sheaffer human interest appeal in some time. 


Field & Flint Is Selling More Shoes, 
Thanks Largely to Changed Ad Strategy 


BROCKTON, MAss., Feb. 11—The 
shoe industry as a whole is re- 
portedly concerned about mount- 
ing inventories but Field & Flint 
Co., Brockton, Mass., is stepping 
up production to meet an antici- 
pated record-breaking volume. 

Behind this lies the story of 
what a completely revamped ad- 
vertising schedule, with no budget 
increase, can do for a company. 

Until about a year ago, Field & 
Flint, maker of the high-priced 
Foot-Joy line, was running regular 
ads to the shoe industry and in- 
frequent large-space ads in lead- 
ing men’s fashion magazines. 

Bachenheimer-Lewis, New York, 
got the Field & Flint account in 
December, 1951. The agency con- 
ducted a survey which showed that 
most buyers and jobbers were 
thoroughly acquainted with the 
Foot-Joy line and in many cases 
actually wore them. 


s “Apparently,” the survey con- 
cluded, “Field & Flint’s business 
advertising had been paying off, 
but was not too successful in build- 
ing accounts or increasing sales 
volume,” since sales had been 
slumping. 

The agency dropped most of its 
trade advertising and stopped its 
sporadic page ads in consumer 
publications. It began a consistent 
small-space campaign specifically 
designed to boost consumer de- 
mand. 

Rather than institutional copy, a 
definite sales pitch was made and 
a layout was adopted which would 
make for easier product identifica- 
tion. Ads featured a man’s crossed 
legs, from the calves down. 


s The first advertising, ranging in 
size from 35 lines to half-pages, 
broke in January, 1952, in Gentry, 
Holiday, The New Yorker, New 
York Times Magazine and news- 
papers in Boston and Chicago, 
where the company has its own re- 
tail outlets. 

Within 30 days, the downward 
sales trend stopped. Within three 


months, the company says, it 
found itself five months behind in 
orders. 


In the meantime, the retailer was 
not wholly neglected. For the first 
time in the 95-year history of 
Field & Flint, retailers began re- 
ceiving free mats and mailers. The 
company’s first publicity campaign 
began to show results on radio, TV, 
magazines and newspapers. 


s In addition to a month-by- 
month sales gain, Field & Flint’s 
retail distribution showed a siz- 
able increase in the past year. 


/Much of this was due to the com-| 


pany’s concerted campaign for) 
golf shoes, the only business pa-| 
per promotion it maintained. Near- 


country—5,000 of them—are now 
on Field & Flint’s retail sales force. 

Foot-Joy golf shoes sell from 
$27.95 up and are one of the top 
sellers in the field. They do 35% 
of the company’s $2,000,000 an- 
nual volume. The regular shoes 
start at $21.95 and go up to $100. 

All this was done without an 
advertising increase. But since the 
budget is determined by sales, a 
sizable increase is likely in 1953, 
the agency reports. 


@ The 1953 schedule calls for in- 
sertions in Christian Science Moni- 
tor, Cue, Esquire, Gentry, News- 
week, New York Times Magazine, 
The New Yorker, The Saturday 
Evening Post and Town & Country. 

Heavier concentration is planned 
on direct mail and point of sale, 
including a display for “golf pro 
merchants” showing six pairs of 
shoes and serving as a focal point 
for an entire line of golf equip- 
ment. 


Lithographers Hold Contest 


The third annual competition 
conducted by the Lithographers 
National Assn. will close Feb. 28. 
Awards will be made in 44 classi- 
fications, and will give recogni- 
tion to the best in 1952 in printed 
matter, posters, displays, catalogs, 
labels and stationery. Winning en- 
tries will be announced May 18, at 
the opening of the two-week show- 
ing at the Architectural League 
Gallery, New York. The winning 
exhibits also will be shown at the 
association’s annual convention in 
Chicago, June 16-18. 


U. S. Rubber Names McNomee 


U. S. Rubber Co., New York, has 
appointed Albert (Bert) L. Mc- 
Nomee to head the new press bu- 
reau of the company’s public re- 
lations department. Mr. McNomee 
will supervise press relations for 
the chemical, tire and mechanical 
goods divisions. 


Anderson & Cairns Boosts 2 


Jerome McAlevy, assistant pro- 
duction manager for Anderson & 
Cairns, New York, has been pro- 
moted to production manager. Ar- 
thur Pritchard, of the production 
department staff, succeeds Mr- 
McAlevy as assistant production 
manager. 


Miller Joins Brown-Forman 


Henry L. Miller, formerly mar- 
keting director for Schenley Dis- 
tributors Inc., New York, has 
joined Brown-Forman Distillers 
Corp., Louisville, as assistant to 
J. Gordon Baquie, executive v.p. 
Mr. Miller will make his head- 
quarters at the company’s Louis- 
ville office. 


Alton Lithographing Moves 
Alton Lithographing & Printing 

| Co., Alton, Ill., has moved its plant 

‘from 434 E. Broadway to 513 E. 


ly all important golf pros in the| Third St. 
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Two Appoint Mottle Agency 


Two Los Angeles food manufac- | 
M an /turers have named Mottle Adver-_ 
ager of DMAA tising Agency, Los Angeles, to han- 
Detroit, Feb. 12—William B. dle their advertising. They are Ol- | 
Henderson, executive v.p. of the son Baking Co., variety bread bak- 
Air Conditioning & Refrigerating ¢€T, and Kern Foods Products, man- 
Machinery Assn., is joining the) ufacturer of jams, jellies, preserves 
Direct Mail Advertising Assn. as|2"4 other food items. 
managi i ti 
a ey Ce, FEET reem Damron to Robertson, Buckley 
He succeeds Frank Frazier, ex- Martha Damron has joined the 


; : staff of Robertson, Buckley & 
vente Mn rcricn hat coated 14 |Gotsch, Chicago, as head of the 
, Mr. Frazier nas resigned t0| media department. Miss Damron 
return to industrial advertising formerly was assistant media di- 
and sales promotion, because less| rector for Campbell-Mithun, Min- 
traveling is required. Albert Slat-| neapolis. 
tery, assistant to Mr. Frazier, has 


Henderson Is New 


from 250- to 50,000-watt stations. 
California and Florida tied for 
the highest number of additions, | 
with six each. 
In December, 22 stations and four 
Total Reaches 783 station representatives joined BAB, 
New York, Feb. 10—Broadcast which is waging an aggressive 
Advertising Bureau added 73 new ‘fight to strengthen radio’s position 
stations to its membership list as an advertising medium. 
during January. ‘ | 
This gives the bureau a total of! 
783 AM station members—an in- Markets Message Repeater 
crease of nearly 44% since April, Mohawk Business Machines | 
1952, the start of the current fiscal | CO7P New York, has placed on) 
, the market a message repeater | 
year. Scattered throughout 31) which, concealed inside or behind 
states and the District of Colume-jg point of purchase display, adds | 
bia, the new subscribers range! a vocal “pitch” to the promotion. | 


Broadcast Bureau 
Adds 73 Members; 


SET TYPE 


Roa Ne 


AT YOUR own 


DESK Chis 0casy 


Business men everywhere use FOTOTYPE 
to beat high type costs. A sure, quick 
way of preparing copy for offset or any 
photographic reproduction. Anyone 
can doa professional job (A stenog- 
rapher set this entire ad). Send 
for tree catalog, over 100styles. 


1415 ROSCOE'ST. CHICAGO 13, 


money - a way! 


Hu 


also resigned. 


# A DMAA board of governors, 
meeting here, also announced the | 
creation of a new post, assistant | 
managing director, and the ap-| 
pointment of Jack Lord te hold | 


Jack Lerd W. B. Henderson 


this office, effective immediately. 
The new post was created in order | 
to expand services to members. 

Mr. Henderson has an extensive | 
background in trade association | 
management. One of the founders 
and the first secretary of the Ma-| 
chinery & Allied Products Insti- 
tute, he has been with the air- 
conditioning and refrigeration as- | 
sociation for many years. 

Mr. Lord was formerly assistant 
advertising manager of the Re- 
search Institute of America. He} 
was responsible for much of the 
institute’s direct mail promotions. 

The association’s office is at 17 
E. 42nd St., New York. 


Russel Seeds Boosts Three ; 


James Witherell, account execu- 
tive and research director of Rus- 
sel M. Seeds Co., Chicago, has} 
been assigned the additional duties | 
of media supervisor for the agency. 
Richard S. Mulford has been ap- 
pointed assistant to Mr. Witherell, 
and will work on the Brown &| 
Williamson Tobacco Co. account. | 
William J. Maloney has been | 
placed in charge of production | 
control. 


A&P Promotes Thomas 


John P. Thomas, with the com- 
pany for 10 years, has been pro- 
moted to advertising manager of 
the central western division of 
A&P Food Stores with headquar- 
ters in Detroit. He succeeds Don- 
ald H. Toolin, who has joined the 
merchandising department of 
Maxon Inc., Detroit agency, where | 
he will specialize in chain store 
food merchandising. 


Tillotson Named President | 


Jack Tillotson has succeeded his 
father, John E. Tillotson, as presi- 
dent of Modern Handicraft Inc., 
North Kansas City, Mo., publisher | 
of The Workbasket, specialty 
needlework magazine. The retiring 
president will continue as a mem- 
ber of the board of directors, as 
will his wife. The new president 
will be assisted by W. L. Mead, 
named v.p 


Disston Boosts Biemuller 

P. C. Biemuller, assistant super- 
visor of the Henry Disston & Sons’ 
sales staff for the past two years, 
has been promoted to supervisor 
of sales. He succeeds Ellwood J. 
Gebhart, who has been named 
manager of the marketing division. 
Mr. Biemuller has been with 
Philadelphia company for 45 years. 


Stewart-Warner Boosts Coffey 


Jack O. Coffey has been pro- 
moted to aircraft sales manager 
of the South Wind division of 
Stewart-Warner Corp., Indianapo- 
lis. Mr. Coffey has been with the 
company since 1946 
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We're pr oud of 
: ur Best Girl! 


TODAY’S WOMAN IS NOW 
A VIGOROUS SEVEN-YEAR-OLD 


Here at Fawcett we're prouder than ever that we gave 
birth to her and we're thoroughly sold on the unique 


ee: publishing concept behind her...a service magazine 
aimed directly at the big, important market of young, 
— intelligent wives. And we're happy that TODAY'S 

WOMAN has already made a definite niche for herself. 
sane In 1952, 113 new advertisers put their stamp of ap- 
ac proval on the Magazine for Young Wives, and 313 


F ; YOUN f WIVES completely satisfied customers came back for more. 


Indeed, TODAY’S WOMAN piled up more advertis- 
ing dollars in 1952 than any other Fawcett Magazine. 
At the same time, Our Best Girl skipped ahead on the 
newsstands, and in the first six months of last year 
outsold such mass-market favorites as Collier's, Quick, 
and American; took the Number Two spot among all 
women’s service magazines in newsstand gains over the 
same period in 1951. 


1953 FINDS TODAY’S WOMAN ext 
IN HIGH GEAR . 
..with every article in every issue headed square for ; 


our target of 1,200,000 young, married women. Market 
research now under way will arm Editors and Advertisers 
alike with new insight into the life and times and spend- 
ing of young wives. Brand new Food and Drug Mer- 
chandising programs have already been retailer-tested, 
and TODAY’S WOMAN Reader Service Department 
is being revitalized and expanded. 


, 
@eeeeoeeee2e#s25ee3#see8ee8e8 8 @ 


IT’S A GRADE-A YEAR 


...for our Food and Equipment Editors, who are hap- 
pily at work in spanking new Fawcett Testing Kitchens 
and Laundries at 67 West 44th Street. The Home Fur- 
nishings Editor is excited about our quadrupled space 


at the 1953 National Home Furnishings Show. And the { 
biggest soft-goods promotion in TODAY'S WOMAN | 
history has just been launched by our Fashion Depart- ‘ 


ment, with the Merchandising Staff and their 22 “On- 
the-Spot’’ Representatives standing by to up their 1952 


co 
figure of 2,661 recorded department store tie-ins! 


co 


WE'RE SOLD ON TODAY’S WOMAN 


.sold on her remarkable past, her exciting present, 
and her very promising future. If you haven't already 
given in to the multi- million dollar charms of the young- 
married women’s market, we hope you'll give one of 
our staff an opportunity to talk it over with you soon. 


Wd. 1b Foes 222 YP erate 
E awcett Publications, Inc. 


603 Boylston Street, Boston 15, Massachusetts 67 West 44th Street, New York 36, N. Yy. 

612 N. Michigan Avenue, Chicago 11, Uinow . 
1659 Guardian Bldg., Detroit 26, Michigan rs 
643 South Flower Street, Los Angeles 17, California 


605 Market Street, San Francisco 5, California 
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Feature Section 


Insurance Ad Cited by C. M. 


Communication Needs Selling 


Adve Tt 1 = 1 ng Ag e Woolf Discusses Cigaret Ads 


Encourage Telephone Mail Orders 


Byer & Bowman, Columbus, O., Agency, 
Spreads Out in Building of Its Own 


EXECUTIVE— Mahogany paneling and leather furniture fea- 
ture the office of Partner Herbert Byer. Alcove at right 
accommodates a sofa, coffee table and armchair. 


ALSO EXECUTIVE—Partner Gus K. Bowman’s office, paneled 
in light oak, is in direct contrast to Mr. Byer’s. Here are 
comfortable leather chairs and built-in cabinet and 
corner table. 


PR DEPARTMENT—On the mezzanine, formerly the audi- 
torium’s balcony, are the p.r. staff. assistant account 
executives, several copywriters and a p.r. conference 
section (right foreground). 


Byer & Bowman Advertising Agency, 
Columbus, O., began its 27th year in new 
quarters at 66 S. 6th St.—an auditorium 
purchased from the Knights of Columbus 
and extensively remodeled to suit B&B's 
requirements. 

The agency, managed by the same part- 
ners (Herbert Byer, Gus K. Bowman and 
Joel M. Burghalter) and using the same 
firm name through the years, has 41 em- 
ployes, 60 accounts and annual billings of 
$2,500,000. 


The modernized building, containing 
17,484 sq. ft. of floor space, includes a spe- 
cially-constructed radio and_ television 
room with recording and _ projection 
equipment; a library; 27x14-ft. confer- 
ence room and a telephone booth for 
visitors’ use. 


FACADE—The new Byer & Bowman building, before re- 
modeling, was an auditorium complete with stage and 
balcony. The English basement is currently being used 
for storage but may soon house additional production 
facilities. 


RECEPTION ROOM—Modern, functional furniture and equip- 
ment brighten the waiting room. A mobile called “Cc- 
ordinated Advertising and Public Relations” may be 


seen in upper right hand corner. On the wall at right is HISTORY—On the south side of the foyer is a mural painted 
a hand-illuminated 25th anniversary testimonial to the by Benton Clark, depicting modern times’ contributions 
partners from employes. to the history of communications. 
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FLOOR PLAN—At far left is the mezzanine at front of the building. Center shows the main floor, and at right is the 
former stage, now housing art and production departments. The English basement, running the full length of the 
building, will accommodate additional production facilities. 
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The Eye and Ear Department... 


The Veep on TV 


One of the many inexplicable things 
about the advertising mentality is its pre- 
occupation with beginnings. 

With the first of every January a new 
campaign has to appear. Every new cam- 
paign must have an introductory ad. In 
a continuing process, as fluid and ever 
changing as selling, this seems a needless 
and vain activity. One can understand the 
premiere of a Broadway show—which, 
generally, and with the exception of a 
few cuts and line polishing, continues 
night after night (and on Wednesday and 
Saturday afternoons) in exactly the same 
form as originally presented. But adver- 
tising campaigns—and radio and TV pro- 
grams—don’t. A sound practice, therefore, 
might be to prepare the introductory ad— 
or the TV or radio script—and drop it in 
a convenient waste basket, starting in- 
stead. with the second production, in 
which things usually get under way. 


s “Meet the Veep,” with Alben W. Bark- 
ley (who else?) premiered over NBC-TV 
Sunday evening, Feb. 1, from 5:30 to 5:45. 
Mr. Barkley sat behind a desk and Earl 
Godwin on the other side. The Veep ex- 
plained how he came to be called the 
Veep and expressed his gratitude over 
Richard (We’re-going-to-keep-Checkers) 
Nixon’s graciously allowing him to retain 
the designation. He also told how he felt 
waking up to find himself no longer in 
office. He also reviewed what various 
Presidents, from Wilson to Eisenhower, 
found themselves confronted with when 
they took office. In addition, he managed 
to get in a few mildly amusing stories. 
Now that that’s over, some of the Bark- 
ley humor will probably have a chance to 
emerge and some of the many personali- 
ties Barkley can command will appear on 
the show. Certainly it cannot continue as 
a series of reminiscenses between two 


Salesense in Advertising ... 


THE VEEP—Here are Earl Godwin and Alben 
W. Barkley, who work together in NBC- 
TV’s “Meet the Veep.” 


cld men seated statically at a desk. 

“Meet the Veep” brings somewhat to 
mind “The Herman Hickman Show” seen 
and heard over the same network—an in- 
formal, non-rigid, talky type of program 
built around the appeal of a dominant 
personality. Because of the virtual impos- 
sibility of movement on such a program, 
it runs the same danger that the Hickman 
vehicle only narrowly missed—of being 
insufficiently varied at the same time 
that it lacks a format sufficiently stand- 
ardized to build a steady viewing audi- 
ence, Just as Hickman was finally un- 
nailed from the chair behind the desk, 
the Veep is going to have to be moved 
around a bit and a few features that one 
can count on planted in the program. 


# Barkley is friendly and engaging. He 
reflects the importance of the positions 
he has held. But too much Barkley can 
have the same reaction as too much of 
anything else. It is quite likely, however, 
that the audience will tire of Godwin 
long before they tire of Barkley. A more 
self-contained, possibly younger inter- 
viewer might have been preferable. 


The Sanctimonious Cigaret Hucksters 


By James D. Woolf 
Advertising Consultant 


In a great many advertising agencies, 
and notoriously in those handling cigaret 
accounts, the right hand knows not and 
cares not what the left hand is up to. 

At Four A’s conventions and other as- 
sociation camp meet- 
ings of the ad brother- 
hood, the right hand 
sounds off with pious 
panegyrics concerning 
our noble profession of 
advertising. We are 
assured that the secret 
of success, both for the 
business as a whole 
and for its individual 
practitioners, is moral 
rectitude. 

But, alas, the left hand pays no mind 
to this uplifting sentiment. Greedily, 
brazenly, and cynically it sells its soul to 
the cigaret mongers for 30 lousy pieces 
of silver. 


James D. Woolf 


® Don’t think, though, that this left hand 
is a one-man bandit. Most kinds of me- 
dia belong to the gang. With the excep- 
tion of the Christian Herald and its many 
sister publications, hundreds of maga- 
zines and newspapers not only accept 
questionable cigaret copy, but fight to get 


it. 
Many if not all of our leading AM and 


TV entertainers and newscasters appear 
to be dues-paying members of the gang. 
Last night Horace Heidt drooled at least 
three times over how happy he was to be 
working for such nice folks as the Amer- 
ican Tobacco Co. His selling pitch seemed 
to be, in effect, that the listener ought to 
prefer Luckies because the American 
Tobacco Co. is so, so, so nice. This morn- 
ing listeners’ idol, Arthur Godfrey, sol- 
emnly extolled Chesterfield’s “scientific 
facts in support of smoking” as supplied 
for the first time by the “world’s best 
cigaret.” 


# And it would seem, worst of all, that 
at least some “leading scientists” are fully 
accredited members of the gang. At least 
I assume from what I read that “respon- 
sible consulting organizations” and “com- 
petent medical specialists’ are qualified 
men of science. 

I have never been entirely clear on 
why Foote, Cone & Belding resigned the 
Lucky Strike account. But I like to think 
the real explanation may be found in an 
assertion once made by the agency’s 
president, Fairfax M. Cone, before the 
Chicago Federated Advertising Club. 
Said Mr. Cone: “It should be the very 
selfish aim of every one of us to see that 
our advertising tells the truth...A single 
exaggerated claim in a newspaper or mag- 
azine ad or over the air contaminates 
every other advertisement to which the 
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The Creative Man‘s Corner... 


The Human Touch 


We have no way to make you richer That's up to you 
We do have an unusual savings plan to help keep you from suddenly 
ertting poorer. The plan dues three things for you and your family. 
> It pays you & weekly income if you get sick or burt ~ 
without touching the money you seve 
> It helps you save for the future any amount you choose 
© If you don't live this plan oil! automatically complete iteetf 
and pay to your family the money you hoped to save 


We call this plan The Security Mutual Accumulator, It works for you 


ho matter how much you earn. how much you can save or 


"FOR RICHER... 
FOR POORER” 


how much insurance you now own It's « way to save for 

the future and make sure that you don't have to spend your savings 
if you grt mck of burt. 

If there's « representative of Security Mutual iif listed im your 
phone hook, call him. He will give you more details Or vite ws for 


“The booklet No repr will viet you 


unless you sy #0. 


Security MuTvaAL 


Lf Insurance Company 


“For the man who knows what ‘always’ means’ 


If you think we grow bitter at times, you should be in the position of hav- 
ing to comment once a week on advertising—with something useful, helpful 
and illuminating to say. 

With the years, we have grown philosophical. Book reviewers, platter com- 
mentators, theatrical critics—all are in the same boat. The sad fact is that the 
touch of genius, of originality, of authenticity, is all too rare. 

We should like, being human, to be likable—to write chiefly in terms of 
praise of all we see. But we also are afflicted with a disturbing goad to be 
honest. And, to be honest, not all we see is good. 

Occasionally our desire to be likable and our goad to be honest converge 
—when we come upon, for example, an advertisement such as the one illus- 
trated for Security Mutual, a life insurance company of which we had not 
previously been conscious but which we shall forever more remember now 
that we have come upon this advertisement in Holiday for February. 

Life insurance advertising, we feel, has tried hard. It has been inspiring, 
it has been factual. (John Hancock and Northwestern Mutual.) It has been 
informative (Metropolitan), it has been intriguing (Travelers), and it has 
been clever (Prudential). But here, in this Security Mutual ad, it has become, 
in our opinion, human. 

Listen to the copy. The company speaks—humbly, sincerely, unostentatious- 
ly: 

“We have no way to make you richer. That’s up to you. 

“We do have an unusual savings plan to help keep you from suddenly get- 
ting poorer. The plan does three things for you and your family. 

“It pays you a weekly income if you get sick or hurt—without touching 
the money you save. 

“It helps you save for the future any amount you choose. 

“If you don’t live, this plan will automatically complete itself and pay to 
your family the money you hoped to save. 

“We call this plan The Security Mutual Accumulator. It works for you no 
matter how much you earn, how much you can save or how much insurance 
you now own. It’s a way to save for the future and make sure that you don’t 
have to spend your savings if you get sick or hurt. 

“If there’s a representative of Security Mutual Life listed in your phone 
book, call him. He will give you more details. Or write us for ‘The Accumula- 
tor’ booklet. No representative will visit you unless you say so.” 

Notice that last sentence—and promise. Notice also the illustration. Gen- 
erally, we lean to photographs—for realism. But this line drawing, it seems 
to us, says more than any bridal photograph we've ever seen. 

We’re not bothering to look up what agency is responsible for the ad, what 
writer, art director and artist created it. Their satisfaction must have been 
sufficient in just doing it. 

But we would like to say, ‘“Well done—thou good and faithful savants.” 
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reader is subjected—for days or maybe 
weeks or months.” 


® Since the resignation of FC&B from the 
account, the advertising of Luckies has 
been in the hands of Batten, Barton, Dur- 
stine & Osborn. As time goes on, perhaps 
we can hope that Lucky Strike copy will 
set for the industry a new standard of 


restraint and respectability. That’s hardly 
too much to expect, since the agency’s 
chairman of the board is Bruce Barton, 
author of “The Man Nobody Knows” and 
other religious works. 

Sometimes I think that perhaps the cig- 
aret mongers and their agencies and me- 
dia are beginning to see the light. But 
my bubble of optimism always busts. Tt 
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busted again the other day when I noted 
this dispatch in the February issue of 
ADVERTISING AGE, as follows: 

“Following a formal complaint by the 
Federal Trade Commission against Ches- 
terfield advertising (AA, Jan. 26), the 
National Better Business Bureau will is- 
sue a bulletin Feb. 2 condemning Ches- 
terfield’s advertising theme (‘nose, throat 
and accessory organs not adversely af- 
fected by smoking Chesterfields’) as mis- 
leading. Bureau President Kenneth B. 
Wilson calls Chesterfield copy ‘unwar- 
ranted’ and says it is uncommon pro- 
cedure for the NBBB to rebuke an ad- 
vertiser publicly but ‘this course is fol- 
lowed only when an advertiser declines 
to withdraw misleading copy voluntarily 


Tips for the Production Man... 


and the advertising is considered contrary 
to the public interest.’ ” 

Maybe, despite this and other con- 
demning resolutions, cigaret copy will 
continue to smell to high heaven. Maybe 
the cigaret companies will continue to 
undermine our business with their 30 
pieces of silver. So be it. But let us not 
be so d----- sanctimonious about it. If 
we subscribe to the code of Fairfax 
Cone, let us live up to it. If we believe 
what he says is hooey, let us say so 
frankly the next time we make a speech 
to the fraternity, and make all the money 
we can—and let us care not if our copy 
is, in the words of the National Better 
Business Bureau, “contrary to the public 
interest.” 


Silk Screen Field Gets a New Magazine 


By Kenneth B. Butler 

The field of silk screen printing, which 
is growing so important that it has been 
studied with interest by most advertising 
production men, now has its own new 
magazine. Any “Vol. 1, No. 1” is always 
of interest. This one, called Screen Proc- 
ess, makes its bow under the aegis of 
tre publisher of Signs of the Times. Ap- 
propriately enough, its cover is produced 
with a combination of silk screen (for 
color and atmosphere, in two colors) and 
letterpress (to illustrate a timely sub- 
ject). 

To establish its long-time interest in 
silk screen, the publisher points out that 
even 20 years ago Signs of the Times was 
running stories of developments and news 
in silk screening. Thus, while we con- 
sider screen process a new development, 
it has actually left its swaddling clothes 
many years behind. 

Since design, materials, and methods of 
production greatly affect cost of the fin- 
ished product, a regular feature of the 
new publication will be a monthly cost 
study of a specific job. Other topics dis- 
cussed are poster production, improve- 
ments on loose paper stencil screen, and 
the Ektagraph process for screen process 
printing. 


John Key, of Admiral Screenprint 
Corp., Chicago, and immediate past pres- 
ident of the Screen Process Printing 
Assn., writes in the issue that “screen 
process is out of the woods.” He dates 
ihe real growth of the industry from 1948, 
says it has mushroomed into a definitely 
acknowledged part of the graphic arts in- 
dustry. The reason assigned is that it 
started changing from a primitive manual 
craft into a mechanized method. 

Says Key, “Where the quality and pro- 
ductivity of the method was once limited 
to the keen eye and steady hand of a sten- 
cil cutter and the strong back of a 
squeegee pusher, the technical horizon is 
now out there where photography, me- 
chanics, chemistry, physics and other 
technological sciences are in service to 
other industries.” 

Among the applications for silk screen 
process noted in the issue are service 
certificates, bags, booklet covers, posters, 
showcards, greeting cards, file folders, 
displays, decals, 24-sheet posters, car 
cards, wallpaper, draperies, bottles, signs, 
toys, cloth banners, plastic printing, cal- 
endars, name plates, wood display racks, 
mirrored glass displays, etc. 

The versatility of the method is claimed 
as a prime reason for its rapid growth. 


He Couldn’t Stand Moist Hands 


Since almost every advertising man has 
tried to sell an article, a story or a 
novel, almost every advertising man is 
familiar with rejection slips. He knows 
how coldly impersonal, how final, how 
discouraging they are. 
And he knows how 
kindly he feels toward 
the editor who writes 
even a brief word of 
encouragement, who 
gives even one small 
reason why the contri- 
bution is not useable. 

As editor of Nation’s 
Business, Larry Hur- 
ley rejected a manu- 
script, not long ago, from a woman who 
was sincerely worked up about a wrong 
she felt had been inflicted on innocent 
people by a business corporation. The 
editor could have attached a rejection slip 
and sent the piece back. But that was not 
Hurley’s way. He wrote the contributor 
a long, kind, constructive and humorous 
letter. It made the clear point that busi- 
ness is not all evil. An associate thought 
the letter ought to appear in Nation’s 
Business and tried to sell the editor on 
running it. But Hurley said no. 

“It’s too personal,” he said. “It would 
give me moist hands.” 

No moist hands for Larry Hurley. He 
thought of himself as a tough business 


L. F. Hurley 


man. He could be tough when it came to 
buying paper for his magazine, or signing 
a printing contract. H. M. Robinson, who 
hired him in 1922 as a circulation sales- 
man, rejoiced when he was put in charge 
of the magazine in 1944. “Nation’s Busi- 
ness will be a breeze for him,” Robbie 
said. “He’s smart enough to run U.S. 
Steel or General Motors.” 

Hurley made it look like a breeze. It 
had taken the magazine 32 years to reach 
400,000 circulation. Under Hurley’s man- 
agement it doubled that in eight years. 
And he did not buy circulation, but made 
it pay its way. 

But this tough business man was as 
kind to everyone as he was to the mis- 
tuken contributor. A letter to Ann Hurley 
from a woman she never met said: 

“My husband had to terminate his as- 
sociation with Nation’s Business for un- 
happy reasons. It fell to my lot to explain 
these reasons to Mr. Hurley. I shall never 
forget his sympathy and his gentle under- 
standing and how greatly he comforted 
me.” 


® Regular contributors to Nation’s Busi- 
ness included such experienced hands as 
R. L. Duffus, Henry Pringle, Ed Folliard 
und Felix Morley. And these wise men 
call Hurley a great editor. 

All right. Tough business man, brilliant 
editor and kind gentleman. He was all 
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these. And with them all, a merry soul. 

He loved fun and wanted everyone on 
the job to have fun. A business man who 
had been asked to write an article for 
Nation’s Business, at the usual rate, said 
he would do it, if he could find time, “not 
for the pay, but for the fun of it.” Hurley 
said: 

“All right. You do it for the fun of it 
end we'll pay you $700, which should 
make it even more fun.” 

The door to his office always was 
propped open. That was typical, too. An 
advertising salesman remembers that he 
was called in a hundred times, as he 
walked by on his return from out-of-town 
trips, and the boss’ question was not like- 
ly to be about the order the salesman did 
or did not get, but more likely: “Did you 
have any fun?” 


= Success in whatever enterprise might 
be afoot meant fun for him, but a free 
spirit meant more fun and he encouraged 
his associates to keep free, never to hedge, 
or dodge or trim for the sake of an order. 
But talk about honor or honesty gave him 
moist hands. There was no grain of self- 
righteousness in him. If caught in a gen- 
erous act—and he was caught many times 
—he insisted his motive was pure busi- 
ness and selfish as hell. 
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Larry was sick and in pain throughout 
most of the last ten years. He had to give 
up golf, driving a car, swimming, even 
walking the dog. He had played the piano 
“for my own amazement” but recently 
found the piano bench an impossible seat 
and turned to the phonograph for much of 
his relaxation. He revelled in the long- 
playing records and in books. He always 
was a reader—had been a best customer 
of Brentano’s rental library all his years 
in Washington. He had not quite finished 
Sandberg’s “Always the Young Stran- 
gers,” but had offered it to a friend with: 
“You'll like it because he writes like a 
poet.” 

Since his last trip to the hospital he had 
read Sidney Franklin’s “Bullfighter from 
Brooklyn” and said it had prompted him 
to reread Hemingway’s famous treatise, 
which he always called “Bull in the After- 
noon.” 

Larry Hurley died in his chair, beside 
the fire in his living room, with Ann 
sitting near him. It was four o’clock Sun- 
day, a beautiful, peaceful hour. He had 
just said to Ann: “My back hurts less 
today than it has for a long time. This is 
really the life of Reilly.” 

His confessor said he was ready to go. 
His friends never could have been ready 
for him to go. 


Ode to a Greek-Type Jug 


(Documents relating to the crea- 
tion and composition of a success- 
ful advertising campaign) 


I. Interoffice Memorandum 
FROM: P. T. Smulk 
TO: John Keats, Copywriter 
cc/ Mr. Diddle 

Mr. Poog 

Mr. Gombit 

Mr. Snogbilge 
SUBJECT: Introduction of new Greek- 
Type Jug 

Per discussion with client yesterday, 
the agency will prepare copy and layout 
for an introductory ad for FILL-POTS 
POTTERY COMPANY ’s new Greek-type 
milk jug. 

Since this product will appeal to a class 
market, will Mr. Keats try some quality 
approaches. (Here’s a chance for some of 
your highbrow stuff, Johnny! Might even 
try poetry...the client will stand still 
for anything on this one!) 

We are recommending full pages in 
four colors in The New Yorker and Park 
East. Copy ideas wanted next Monday. 

P. T. Smulk 
Account Executive 


II. Notes from the desk of John Keats, 
Copywriter 
Greek-Type Jug 

Bug, bug, lug, snug... 

Snug as a bug in our Greek-type jug 

No, Grecian jug 

St 2-6343 doz eggs, lettuce, hamburger 

Grecian jug...Grecian vase, pot 
(chamber pot? hah!) 
LUNCH 12:20 (crude drawing of Mar- 
tini glass) 

only one only one only one 
Remenriber the last time you silly jerk! 
vase pot jug mug URN! Ode to a Grecian 
Urn 
pick up pants at cleaners 
(also assorted geometric shapes, savage 
caricatures and phallic symbols, lovingly 
limned and exquisitely shaded) 
* * * 


III. Proposed copy for ad on Greek-Type 
Jug submitted by John Keats, Copywriter 
Ode to a Grecian Urn 

O Attic shape! Fair attitude! 

Of marble men and maidens over- 
wrought, 

With forest branches and the trodden 
weed; 

Thou, silent form, dost tease us out 


of thought 
As doth eternity; Cold Pastoral! 
When old age shall this generation 
waste, 
Thou shalt remain, in midst of other 
woe 
Than ours, a friend to man, to whom 
thou say’st, 
“Beauty is truth, truth beauty’’—that 
is all 
Ye know on earth, and all ye need 
to know. 
FILL-POTTS Grecian Urn 
At discriminating dealers’ everywhere 
© + o 
IV. Comments of P. T. Smulk, Account 
Executive, penciled on bottom of pro- 
posed copy 
Attic? We want it in the living room! 
Can’t say “marble”... finish is porcelain- 
ized (FTC). 
Don’t like “tease”. . .sounds dirty. 
What'’s this eternity stuff? Selling caskets? 
Man’s best friend is dog, not urn. 
Last two lines sound pretty, but un- 
realistic. 

Hey, Johnny, you sort of went over- 
board, boy! Better noodle this around 
some more. Put in more features... sex 
it up a bit about the naked Greeks on the 
decorative panel...snap up the beat a 
little. Think you’re on the right track, 
though. 

P.TS. 
* ” . 
V. Revised copy on Greek-Type Jug by 
John Keats, Copywriter 
O classic shape! Such spiciness! In 
play 
Of naked men and maidens, such 
delight! 
Their grassy couch in loving disarray 
Excites our blushes with its candid 


sight! 

And yet its cost is less than you sur- 
mised; . 

For even though it comes in eighteen 
hues, 


Stands more than three full feet from 
top to floor, 

Its dollar-saving price makes value 
news! - 

(For months of extra wear, its por- 
celainized!) 

See it today...at any FILL-POTS 
store! 

O.K. P.T.S. 


JIM SHERBURNE, 
Henri, Hurst & McDonald, Chicago. 
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Employe Communications... 


Communication Needs Selling, Too 


By Robert Newcomb and Marg Sammons 

The individuals in charge of suggestion 
systems in organizations are inclined to 
grieve over a lack of participation on the 
part of the boys in the shop. In spite of 
cash awards, publicity in the company 
press and other blandishments, the re- 
sponse is often feeble. 

If a motor car manufacturer ap- 
proached a sale with the same indiffer- 
ence that distinguishes the average sug- 
gestion system pitch, he wouldn’t be in 
business long. For some reason, manage- 
ment seems to feel that a policy or pro- 
fram once set in motion within a com- 
pany will, by some miraculous means, 
carry itself indefinitely. 


s The Ralston Purina Co., located at 
Checkerboard Square in St. Louis, buys 
stock in no such theories. The organiza- 
tion obviously takes the stand that, if you 
want employe participation in a plan or 
program, the plan or program must be 
merchandised. Recently the company took 
a cue from the “teaser” techniques used 
for years in direct mail, and sent out to 
those on the mailing list of its employe 
paper a four-panel cartoon plugging the 
suggestion system. The mailer invited 
cttention to an article on the company’s 
suggestion system soon to appear in 
“Checkerlinks,” Ralston’s employe maga- 
zine, which is edited by Mildred Zibell. 

In putting some promotional steam be- 
hind the company suggestion system, Miss 
Zibell observed a credo of communication, 
i. e.: The employe paper, or any other 
device of employe communication within 
an organization, is a service instrument. 
Its editing is a staff function, and its 
range is the entire outfit. If the suggestion 
system is lagging, it is a duty of the com- 
munications device to perk it up If re- 
cruitment is a problem, the communicator 
helps the employment office solve it. If 
employe benefits confuse employes, it’s 
the communicator’s job to straighten out 
the matter. 

One of management’s most appalling 
weaknesses in communication is in the 


MERCHANDISER—Mailing piece sent to read- 
ers of Checkerlinks, employe paper of Ral- 
ston Purina Co. to stimulate interest in 
the compuny suggestion system. 


field of group insurance and allied bene- 
fits. A company will pick up an annual 
tab running into four, five, six or more 
figures, yet it will fail to explain and in- 
terpret the program so employes under- 
stand it. Many of the booklets on group 
insurance produced by companies these 
days are so unutterably dull and confus- 
ing that employes are bewildered rather 
than enlightened by them. Often these 
tracts are handed to employes without 
verbal explanation, so that employes don’t 
know what they are for, and care less. 
The unions, which appear to be entering 
the field of group insurance to the great 
discomfort of napping managements, 
know more about selling than that. 

Communication needs merchandising. 
It’s all well and good to tell an employe 
that he is working for a fine outfit, but 
you’ve got to act as though you mean it, 
and support it with facts the employe can 
believe with enthusiasm. 


Mail Order and Direct Mail Clinic... 


Encourage Telephone Orders 


By Whitt Northmore Schultz 

Parcel post rates are scheduled to jump 
again. Therefore, it’s time to figure a way 
to meet the proposed rates which may go 
up a staggering 35%. 

One effective weapon you can use in- 
telligently in your counter attack on sky- 
rocketing postage rates is your office tele- 
phone. 

As Chicago Daily News columnist Syd 
Harris wrote, in part, the other day: 

“It seems terribly hard for many busi- 
ness firms to realize than an efficient and 
courteous switchboard operator is worth 
a dozen junior executives, and that more 
good will has been lost by slovenly 
switchboard service than can be made up 
by the most lavish Christmas gifts.” 


e Are you encouraging telephone or- 
ders, thereby capturing local sales and 
thus cutting high and costly distant ship- 
ping fees? 

How are you handling telephone in- 
quiries and orders resulting from your 
mail order advertisements and direct mail 
promotions? (It’s usually smart business 


to include your telephone numbers in 
your mail order ads.) 

We made a test recently. It showed we 
saved over $100 in postage during the 
week-long test when we went after 
phone orders from mail-phone shoppers 
living in nearby towns. 

The good will you can build with 
phone shoppers begins, of course, at the 
switchboard. Switchboard perscnnel, 
therefore, should be expertly trained, 
pleasant, courteous, efficient and well 
briefed on the products or services ad- 
vertised. They thus are able to route 
calls quickly to those staff members who 
can immediately answer the caller’s spe- 
cific question. 

Your business can be damaged or bet- 
tered by what’s said over the phone by 
your staff...and by you yourself. 

Few people know how to use the tele- 
phone, tests prove. Lack of experience 
with this important business instrument 
irritates customers. Your firm has tre- 
mendous competitive advantage if your 
employes know how to use the phone ex- 
pertly. 


Here are ten suggestions to help you 
use the telephone effectively and thus 
increase your sales and help meet rising 
parcel post rates: 

1. Answer the phone promptly. 

2. Greet the caller with a smile in your 
voice saying, for example: “Good morn- 
ing! Telephone order department, Mr. 
Jones speaking. May I help you?” 

3. Speak clearly, distinctly and into 
the mouthpiece, concentrating on your 
caller’s question, answering it pleasantly 
and with the fewest number of words. 

4. Have your phones placed so that 
they’re easy to use. When orders are 
phoned in, the caller’s name and address 
must be taken, and this should be hand- 
led with great care. 

5. Be especially clear about all num- 
bers, reading back distinctly all sizes, ad- 
dresses, model numbers, etc. 


Advertising Age, February 16, 1953 


6. Keep your voice free of boredom, 
speaking with interest and enthusiasm. 

7. Courteously and persuasively attempt 
to sell related items after you’ve made 
the initial sale. 

8. Do not chew gum or speak to others 
in the room while using the phone. Avoid 
distractions. 

9. Avoid a grouchy manner. Never be 
curt or impatient. Do not interrupt. Wait 
for the end of the speech thought. 

10. If you can’t answer the caller’s 
question, transfer the call at once to 
someone in the firm who can. 

Encourage phone orders. Remember the 
voice with the smile wins. Phone as you 
would be phoned to. Use your phone to 
generate new local business and, at the 
same time, meet those proposed parcel 
post rates by making more local and 
nearby shipments. 


Looking at the Retail Ads 


By Clyde Bedell 

Oh see the pretty gloves. There are 
long gloves and short ones. There are 
dark gloves and white gloves. 

What are the gloves made of? 

Shhhh. That is a secret. 

Oh come now—tell us what they’re 
made of. Are they fabric or leather? 

Don't ask. It’s a secret. 

Well, tell me how much they cost. I 
like the little black one with the rhine- 
stone cuff at the top (I wish i knew if it 
was cotton or suede or kid—or what). 
But at least tell me the price. 

Don't be silly. People who buy from us 
don’t care about price. We don’t want to 
sell to anyone who must ask price—but 
if you must know they’re between $11.50 
and $16.95. 

Well—do you mind telling me which 
price? Or what price? In buying presents 
there are a few of us to whom the dif- 
ference between $11.50 and $16.95 is 
$5.50. Just bug dust of course! But then 
it means 16 gallons of gas for the Rolls 
Royce at that. 

The gloves are pretty. What more do 
you want? 

Well, I just wondered about taxes. Are 
there taxes on the leather gloves—or 
aren’t they leather—or on the rhine- 
stones? Like there is on rhinestone 
jeweiry? Couldn’t your ad tell me and 
still be beautiful? 

Madame! Lower ourselves to such 
tripe...I mean details? Hardly. 

Well, one final question. Are the 
plastic cases all like the ball shown in 
the middle of the ad’? That’s kind of 
cute. 

Tut-tut. You must guess. We're too 
busy to make our ads tell an adequate 
story. We don’t care whether our ads 
appeal to you and tell you what vou 
want to know or not. Our overhead is 
low, our gross margin is good, our vol- 
ume terrific. We don’t run ads because 
we want or need response and business, 
or to render a service to our customers 
and prospects. We just run ads for the 
fun of it. 

4 * * 

This little fantasy or imaginary dis- 
course covers a truly distressed frame 
of mind in the writer. It is obvious the 
store that ran the ad has certain high 
standards of appearance. It is obvious 
that talent was at work-—-or I should say 
—at play—when it could have been at 
work—for the sordid end of getting 
maximum response for the store’s sake. 

Why cannot stores with great names 
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pause and consider the purposes for 
which advertising may be run? Why 
cannot a fine store be informative, 
crystal clear, appealing, persuasive—on 
its own high level? 

Why cannot it take readers gently by 
the mental hand and lead them through 
an intelligently put together story that 
would do credit to the intelligence of 
the store’s top flight executives? I can 
imagine there must be some top execu- 
tives in this business who would not be 
ashamed to tell—but would be desirous 
of telling—a rather adequate story 
about their fine gloves. 

Retail managements, somewhere in 
the lush ’40s, seem generally to have ab- 
dicated all responsibility for advertising 
and its intelligent use as a prime selling 
force for profit’s sake. 
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This 
is 
interest 


IS 
ENTHUSIASM! 


Yhe 
AME RICAN WEEKLY 
creates HNTHUS [ASM : 


Unique for a magazine, The American Weekly gives you 


intense coverage in the key sales areas of the U.5. A. 


* Enthusiasm is interest raised to a buying pitch! 
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Opposes Creative Man 
on High Life Comment 

To the Editor: I am applying for 
temporary membership in the As- 
sociation of Those Who Differ with 
the Creative Man’s Corner—I em- 
phasize “temporary” because I’m 
usually right in the corner with 
him. 

In reading his comment on the 
Miller High Life advertisement 
(AA, Jan. 26) I was with him until 
I reached the following sentence: | 

“Ads are read in the hope of ob- 
taining information on which to} 
base a decision to buy or not to) 
buy.” 

To deny the truth of this state- | 
ment categorically and inclusively | 
would, of course, be silly—lots of | 
readers do read advertisements for | 
that purpose. But I protest that the | 
majority of general advertisement | 
readers, taken at any given time, | 
do not. 

Do I read a Cadillac advertise- 
ment in order to decide whether or | 
not to buy a Cadillac? Not at all— 
I read it because I happen to be 
interested in automobiles and be- 
cause what Cadillac says may con- 
tribute to my general fund of au- 
tomobile knowledge. I’m quite sat- 
isfied with my Austin and Hudson, 


,and have no intention of buying 


any other car for some time to 
come; when I do buy, it certainly 
won’t be a Cadillac! 

Does a woman read an adver- 
tisement for Crisco in order to de- 
cide whether to buy Crisco or 
Spry? Ask her. She’ tell you she’s 
intrigued by the picture of that 
luscious-looking cake and wants to 
know how to make it. 

Are all the men who read the 
Hart Schaffner & Marx pages and 
quarter pages (which the Corner 


likes as much as I do) trying to 


decide between HS&M and Time- 
ly? The answer is obvious—thou- 
sands read just because the adver- 
tisements are attractive and inter- 
esting and because nakedness in 
public is against the law. 

I’m as strong as the Corner for 
facts in advertising but there are 
factors in it that are valuable, yet 
have nothing whatever to do with 


|facts. These factors are the sym- 


bols which serve as emotional 
stimuli and create feelings of ac- 
ceptance (or, sometimes, rejec- 
tion), and help to pre-condition 
readers about products which they 
may consider buying in the future, 


or may never buy but want to 


know about in order to keep up 


“Essex County ranks 10th in incomes 
over $6,000 and 15th in number of 
Eisenhower voters. Now we want a high 


ranking in homburg 


hats.” 


_NEWARK NEWS. 


Daily & Sunday 


Newark, New Jersey 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


|with the parade. 


Readers’ motives are mixed. 
When the Corner says they read 
only to get facts on which to base 
decisions, he forgets such strong 
motives as curiosity, the desire for 
entertainment, for vicarious sense- 
satisfaction, for means of subli- 
mating emotional drives, for ego- 
comfort. In fact, he contradicts 
himself in his own piece by sug- 
gesting at the end of his first par- 
agraph that people “thumb throu zh 
newspapers and magazines look- 
ing, not for ads, but for news, edu- 
cation or entertainment.” Would 
he deny that they read the adver- 
tisements for “news, education or 
entertainment?” 

I readily admit that the Miller 
copy is weak as water (as what 
beer copy isn’t); but the page will 
get thousands of readers who are- 
n’t at the point of deciding “to buy 
or not to buy”—and it will get just 
the readers Miller wants: women 
—because its attractive and highly 
emotional food illustrations will 
make them say to themselves, 
“Here’s something for me—I’d like 
to serve such a fish dish and such 
canapes in my home.” By associ- 
ating the Miller bottle with these 
symbols of tasteful entertaiming, 
Miller creates a feeling about High 
Life beer that’s far more effective 
in pre-conditioning the reader 
than any facts the copywriter 
could possibly dig up. 

Let me sum up this way: Most 
people don’t read general adver- 
tising as means of reaching a buy- 
ing decision; but when they read 
for any of a dozen different mo- 
tives, the more facts the advertiser 
gives them, the more conviction 
and memorability he creates. 

Mark WISEMAN, 

Mark Huntington Wiseman, 

Advertising Consultant, New 

York. 


. 
High Life Gets a Couple 
of Boosts Via Creative Man 

To the Editor: After reading 
your anonymous Creative Man’s 
copy from his Corner (Jan. 26), 
I’m inclined to think he might well 
be referred to a competent psychi- 
atrist, as mentioned in his com- 
ments on Miller High Life beer. 


Life in beer advertising. Or maybe 
just advertising. 

Thus, he says “Miller refers to 
its brew as ‘the champagne of bot- 
tled beer’—which doesn’t make us 


j;think of beer at all but of cham- 


Not to straighten him out on the. 
matter of enjoying life with Miller | 
beer, but to tell him the Facts of. 


|/pagne or ginger ale.” Why, one 
asks, ifthe phrase makes him think 
lof ginger ale it doesn’t likewise 
make him think of beer? It it 
_doesn’t, at least he might admit 
that Canada Dry has had a few 
_years’ head start on Miller. 

| He next questions Miller’s use 
of “genuine” when referring to its 
being brewed in Milwaukee, add- 
ing: “if Schlitz and Blatz are 
brewed in Milwaukee, aren’t they 
genuine Milwaukee beers, too?” 

True, but your Creative Man is 
perhaps so close to his typewriter 
that he hasn’t been told that both 
Schlitz and Blatz also brew outside 
Milwaukee. 

He admits that a number of 
friends have switched to Miller be- 
cause it’s the lightest, it sits better, 
and they like the packaging—none 
of which points are mentioned in 
the Miller advertisement shown. 

Thank God! This could be the 
turning point. Here’s one and may- 
be the only beer that doesn’t parrot 
the others, that doesn’t join the 
chorus in the already meaningless 
adjective, “light.” 

Finally, your Creative Man 
might like to know that illustra- 
tions of fine food and drink in bev- 
erage advertising are as compel- 
ling on the salivary glands as a 
plate of real food set in front of.a 
dog. Miller High Life has appar- 
ently found this works, without 
the need of “reasons why” or 
claims. 

I’m in the agency business, but 
have no interest in the Miller ac- 
count. I merely think Miller ad- 
vertising is outstanding in the 
classification, perhaps because it 
dares to be different. It would ap- 
pear from Creative Man’s friends’ 
switch that it pays off! 

sid B iid 
New York. 
e 
| To the Editor, for The Creative 
Man: I am sitting here at nine in 
the evening after a tough day— 
wife gone, kids out or in bed—very 
tired, and thirsty after two mar- 
tinis before dinner ... feeling guil- 
ty for not having started work 
brought home; then I see your pic- 
ture of a bottle of Miller’s High 
Life, & knowing you were about to 
jibe, I hastily read down to be 
sure—then leaped for the kitchen, 
and a can of Hamm’s Sky Blue 
Waters (not Miller). The picture 
made me act, & I feel better now, 
thanks to you...God bless a cold 
can or bottle of beer! How tenuous 
‘can you become? 
GEorRGE M. LAING, 
George M. Laing & Associates, 
| Minneapolis. 
* * e 
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Tucson, and have Alex Jacome— 
friend of mine and Dale Nichols— 
moderate a three-hour discussion 
between us while we sipped some- 
thing cool, we might illustrate 
points, sharpen down fuzzy lan- 
guage and get somewhere. And it 
would be more fun than answer- 
ing him here. 

Mr. Nichols seems mad because 
I “don’t know very much about 
human nature or nature.’ That’s 
an odd deduction simply because 
he disagrees with a sentence of 
mine. However, if knowing numan 
nature would give me Dale Nichols’ 
view that “the only time man-ani- 
mal looks up or front is when he 
is hunting for food, or hears a bird 
go overhead,” I am ignorant of 
human nature, praise God. 

My “trouble,” he says, “is that 
of all advertising men. They are 
materialistic in their interests— 
not spiritualistic.” That’s like say- 
ing all blondes are bad. I know 
admen who are gross and mate- 


rialistic and some who have spirit- 


ual natures and much insight. And 
though he won't believe it, I'll say 
the same of artists. 

“The adman works toward the 
practical making of a buck. The 
artist works toward the creating 
of a spirit-lifting work of art.” 
Mr. Nichols leaves the advertiser 
out entirely—or is he caught in 
the middle? I believe both admen 
and artists, whatever their per- 
sonal motivations, should work 
honorably to make a buck for the 
advertiser. If the artist’s beautiful 
and spiritual nature drives him 
toward making a layout a spirit- 
lifting work of art, let him do that 
on Sunday on his own time, un- 
less he can do it weekdays without 
impairing readership of ads he 
helps make. 

Yes—by all means I go “so far 
as to suggest that disciplined tal- 
ent is the ideal”—when it comes to 
advertising. Of course, no one’s 
work was ever more disciplined 
than Michael Angelo’s, Leonardo’s, 
Bernini’s, or even Malvina Hoff- 
man’s. But perhaps Dale feels dis- 
ciplines are all right for them, but 
not for layout artists—those boys 
and girls who are paid to pre- 
sumably help stores “communi- 
cate”? messages to newspaper read- 
ers. 

Being creative or different, and 
being effective, are often miles 
apart. I only object to being differ- 
ent in advertising instead of being 
effective. An artist who tries to 
reverse reading habits so he may 
be different is not unlike en en- 
gineer who wants to run a motor 
backwards to be different. in each 
case, he may undo instead of do 


Bedell Answers Dale Nichols 
To the Editor: If I could stop in| 


his employer’s purpose. 
I’m sorry Mr. Nichols thought I 


your only single source for: 
CUSTOM TV COMMERCIALS 
TV FILM SHOWS ; 
ANIMATED TY SPOTS : 
PACKAGED TY SHOWS 


Kling Studios 


*CHICAGO » 601 NORTH FAIRBANKS COURT « DE 7-0400 


NEW YORK « offilicted with 


Thompson Associates ¢ 51 East 5!st Streets El 5-7336 


DETROIT « 1928 Guardian Building * WO 1-2500 
HOLLYWOOD « (Ray Patin Productions) « 6650 Sunset Blvd. « HU 2-1147 


we 


co hie 


Advertising Knowmanship Plus Hollywood Showmanship 
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was sneering at artists. He is 
hypersensitive. I never sneer at 
any human beings—I hope. Criti- 
cism is not sneering. I have the 
utmost respect for the talent of the 
layout artist whose ad I criticized. 

Mr. Nichols would no doubt 
agree that writers who are “un- 
Spiritual” and “materialistic”, 
should discipline their talents for) 
the wholesome purposes of the ad- 
vertiser. I think his “spiritual’’ 
artists who “live in a dream world” 
should, too. 

Incidentally, Mr. Nichols says he 
agrees with me “concerning the 
placement of the caption for the 
...ad.” That really resolves the 
whole argument, except I guess he 
wants it placed by spiritual acci- 
dent. While I want it placed there 
because a good artist is interested 
as much in readability and aiding 
perception as he is in making a 
“spiritlifting work of art.” 

The great artist or layout artist 
is the one who can “be different” 
while -conforming. Precisely as 
Edna St. Vincent Millay or Eliza- 
beth Barrett Browning can be 
“different” and “superior” while 
conforming to the disciplines of 
the sonnet form. 

Phidias, who designed the Par- 
thenon, achieved his age-long and 
tireless artistry of mass and line 
by refinements on standards al- 
ready known. His structure that 
can be seen forever without sat- 
ing the beholder would have been 
made differently by many of to- 
day’s layout artists. These would 
place the capitals halfway up the 
columns, and make doorsteps of 
architraves. 

But again, I do not sneer at or 
condemn these artists. I only say 
their talents have not come to 
fruition. They are young, imma- 
ture, regardless of age, when they 
undo by abortion and inversion 
precisely what their ad depart- 
ments are attempting to do—or 
should be attempting to do—which 
is to communicate as fully as pos- 
sible. 

There are many talented adver- 
tising men and women—artists 
and writers—who will never real- 
ize how good they might become 
in their callings while they ride 
the gravy-train of inflation and 
easy business without having to 
learn what they can about making 
advertising really work. 


CLYDE BEDELL, 
Park Ridge, III. 


Agrees with Dealer Analysis 
To the Editor: Have read and 
reread G. D. Crain’s fine piece on 
dealers (AA, Jan. 12). I have only 
one comment—Amen—to a con- 
cise analysis of an extremely weak 

link in marketing. 
JOHN MILLINGTON, 
Farm Journal, Chicago. 


Offers a New Name 

To the Editor: In the Rough 
Proofs column of the Jan. 12 is- 
sue, Copy Cub suggests. that 
American Rack Merchandisers 
Inc. would welcome a new name 
for its product. How about “Show- 
Shop?” 

Pat McCann, 

Publication Division, Metro- 

politan Life Insurance Co., Ot- 

tawa, Can. 


haps a good news type headline 
might be “New Italian Liner 
Guaranteed to Stay Afloat.” He 
thinks that what the modern trav- 
eler wants to know these days is 
who riveted the plates, who laid 
the keel, and I presume, how 
many watertight bulkheads and 
lifeboats are provided. 

Maybe The Creative Man had 
better come out of that dark cor- 
ner and look around him. Safety 
and seaworthiness have been tak- 
en for granted by ocean travelers 
for lo these many years. Source? 
The same sources Creative Man 
cites as references for the gospel. 
The Cunard Line, for example, is 
currently featuring the theme 
“getting there is half the fun,” and 
the copy talks of luxury, courtesy, 
service, cuisine. The French Line 
boasts “the gay entree to Europe.” 
And right through the entire ship- 
ping list, one finds concentration 
on food, service, swimming pools, 
air conditioning, and decor. Not 
one word can we find that dwells 
on safety. The subject is taken for 
granted so completely that the 


merest mention of it would have 
the reverse implication—and put 
suspicions in the readers’ minds. 
And in spite of Creative Man, the 
ship lines know that what today’s 
traveler does want, and what the 
competition cannot provide, are 
the atmosphere and comforts of a 
de luxe resort hotel. 

Nor can I believe that even The 
Creative Man could have been 
misled into thinking that the An- 
drea Doria was built by nine men. 
Not even he! 

I have no connection with either 
the line or its agency and, in fact, 
haven’t even looked up the name 
of the agency concerned, 

ROBERT S. ArBIB JR., 

Kenyon & Eckhardt, New 

York. 


Willys Has Him Wondering 


To the Editor: To me, it was 
rather a coincidence that your Feb. 
2 issue should, in The Voice of the 
Advertiser, carry Welles Price’s 
criticism of Cadillac advertising. 
It just happens that I have had in 


59 


mind writing a somewhat similar der if the Willys agency can say 
letter since reading your Jan. 26 the same for this one, which seems 
issue. However, my criticism is to establish a pretty incongruous 
not directed at Cadillac. This di- pattern, Motor Trend’s opinion 
vision of General Motors, in my notwithstanding. 

opinion, affords very little oppor- | H. E. HELLING JR., 
tunity for honest criticism. I be- Ellwood City, Pa. 
lieve that superlatives are re- e e e 

quired to describe what aaa Finds It Remarkable 


has to offer this year. 
- Rather, it is the Aero Willys ad| To the Editor: Isn't it remark- 
_which has temporarily dampened able that true, blind bigotry, such 
my enthusiasm for my profession. as that displayed in Daniel B. 
/I have no criticism of the auto- Scully’s letter (AA, Jan. 19), is as 
_mobile, for, to be perfectly honest, difficult to keep under cover as 
I have never seen one, and I halitosis, eczema and other similar 
wouldn’t know where to find a afflictions? 
dealer if I set out to hunt him. It Name WITHHELD BY REQUEST. 
is the specter of the Aero Willys, | Chicago. 
so calculatingly ensconced be-. 
tween Cadillac and Oldsmobile at! 
the very top of the Motor Trend 
heap, which sets me to wondering, 
and leaves me suspecting that the 
survey conducted by this “great 
authoritative magazine” might 
leave something to be desired in 
the way of logical reporting. 
Probably the original Jordan ad 
of 1923 was in good taste. I won- 


SIMPSON-REILLY, LTD. 
Publishers Representats 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


JOHN MEREDITH photographs lovely 
PENNY EDWARDS, soon to be seen 
in 20th Century Fox's ‘‘Powder River 


a hie life tbuny fr dudio pucodg 


Saye 


JOHN MEREDITH, PHOTOGRAPHER 
Hollywood, California 


bY pment it’s true-to-life photographic realism you want, 
Sterco-REALIST is the camera for you, Because of their 
amazing depth and full, natural color, REALIsT pictures are 
so lifelike they almost breathe. 

That's why movie studios photograph their stars REALIsT- 
ically in different costumes and varied color combinations. 
Costly and time-consuming personal tests are thus climinated 
when making prey casting decisions. Directors and 


producers neec 


only to go to their stereo library, view the 


slides in a REALIST viewer, then make their decisions. 


Seaworthiness? No—It's 
Atmosphere, C. M. Told 


To the Editor: After reading The 


Creative Man’s Corner for Jan. 19, 
it becomes obvious why he prefers 
to remain anonymous, and why he 
is holed up in a corner, where that 
part of his anatomy most Ceserv- 
ing of attention is protected. 

In this latest blast The Creative 
Man takes issue with the Italian 
Line’s approach to the new An- 
drea Doria. He feels that the Ital- 
ian Line ought to stress tne fact 
that this new ship will get him 


there, and forget the luxury. Per-| 


This unusual application of the REALIST is further proof 


of its extreme versatility. 


Sales managers, salesmen — and 


their prospects — ate enthusiastic about REALIst sales kits. 
Hundreds of businesses already using the Rreaist with un- 
surpassed success proclaim it to be ‘the world’s finest visual 
selling aid.”’ It’s the ideal personal camera as well. 

For information on the REALIST see your camera dealer or 
commercial photographer. For free folder on “Commercial 


Application of Stereo-REALIST”’ write the Davin Witt 
COMPANY, 302 W. Court St., Milwaukee 12, Wisconsin. Cy.us ¢ 


ww ff 


$159.00 (Tax Inc.) 


reno ALIS 


THE CAMERA THAT SEES THE SAME AS YOU 


1 Cameras, Viewers, Projectors, and Accessories are products 
Reto of the David White Company, Milwaukee 12, Wisconsin, 
“eee eee eee eee SOCHCCSCHSEHSSCSHOHSHSESESSEEHSESEHHOSHOHHH SEFC THE ECHHESHEH SEH SHEEC THOSE eee “eee © ore 
be E A L I ST Permanent protection for stereo slides. Specially designed for 
proper projec tion and viewing; 4 window sizes and spacing pre- 
adjust slides and eliminate need for projector adjustments. Sturdy 


__ So PERMAMOUNTS 


plastic-glass combination is resistant to breakage. Easy to assemble, 
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RTMA May Change Name 


The Radio-Television Manufac- 


turers Assn. is considering chang- | 


ing its name and broadening its 
operations because of the indus- 
try’s huge production in other 
electronics fields. The group says 
the industry in 1952 produced $4 
billion worth of radar and other 
military electronics products com- 
pared with an estimated total of 
$2 billion of radio and TV sets. 


ABC Opens Canadian Office 


On March 1, the Audit Bureau of 
Circulations will open a Canadian 
office at 108 Peter St., Toronto. It 
will be managed by Madeleine M. 
Carroll, formerly media director 
of the Toronto office of Stuart- 
Bowman-MacPherson. 


Since snaxe on... 
CURE-ALL & TRIPLE X DAYS 


we've been setting mail order ads. 
We still do... what FTC permits. 
This long training should benefit 
SAY P. you, Our FREE samples show why. 


WAL 


44 €. HUBBARD, CHICAGO 11 


advertising typography 
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Want to Expand Your Account List? 


Boston Agency Did It by Specializing 


| Reilly, Brown & Willard 
Sporting Goods Division — 
Picks Up New Business _ 


By Robert Ginsburg | 
Boston, Feb. 11—Among the 
surest ways small agencies can ex-_ 
pand their account lists is to make | 


themselves specialists in a particu- | 
lar product line—and go out for 
all available business in that spe-— 
cialty. Yet the opportunity is al-| 
most consistently passed up by the | 
little fellow. 
Perhaps the success story of the 
sporting goods division of Reilly, 
Brown & Willard here—actually a 
medium-size ad shop—will serve 
‘to reinstate specialization as a 
/promising agency endeavor. 
This month marks the division’s 


| RB&W in its venture, as expressed 


nual report shows almost a dozen 
sporting goods accounts garnered 
so far and other manufacturers in 
the field eyeing the operation with 
more than academic interest. 
Only last month Bickford & Car-. 
rier, Greenfield, Mass., and Sports-_ 
men’s Centre, Indian Orchard, 
Mass., named the agency to handle 
their Rod Grip fishing rod holders, 
and Goldfish spinning lure and 
general mail order business, re-| 
spectively. 


= The conviction that inspired 


by H. G. Tapply, executive v.p. of 
the agency and chief of the special 
division, is: “Advertising in the 
sporting goods field may look easy, | 


‘but it calls for just as much spe-| 
‘cialized knowledge as in more ob- | 
first birthday, and its informal an- viously technical fields like chem- of much sporting goods advertising 


manufacturers 
growing disbelief in advertising.” 


ee SP Riana tlie A 


Advertising Age, February 16, 1953 


H. G. Tapply 


Joseph Bates Jr. 


ical engineering or electronics.” 
The matter boils down to “cred- 
ibility,” Mr. Tapply continued. 
Citing the soap and cigaret fields 
as “glaring examples,” he noted 


| that “critics blame the grossly ex- 
| aggerated claims made by so many 


for the public’s 


“Quite rightly, too,” he contin- 
ued. “But sporting goods advertis- 


_ing provides other pitfalls besides 


overstatement into which the ad- 
vertiser can—and all too often does 
—fall, simply because he’s un- 
aware of their existence.” 

He first noticed the dismal state 


- ++ get your share of $4.8 biilion 


(the bar-restaurant market) 
Bar-restaurants now do about 45% of the total eat-out 


volume (according 


to the U. S. census). The trend 


in “eating out” is to leisurely wining and dining. 
Consequently, bar-restaurants are the fastest growing 
segment of the industry. The more than 40,000 bar- 
restaurants, clubs and hotels where Bar & Food is 
read account for almost $4 billion annually, They 
represent the big-money, progressive group in the 
eat-out, drink-out industry for which Bar & Food is 


specifically edited. 


+++ get a load of these profits 


All over the country hundreds of bar-restaurants 
a to remodel, a or expand, Lots more are 


yuilding new places. 


ting hundreds and 


e know .. . because we're get- 
hundreds of requests from veople 


who want to know how they can best spen their 
money. The “potential” investment in profitable 


progress is terrific. 


Want proof? Ask to be put on the list for our monthly 


Food and Beverage 


Letter. (One dealer's greenhorn 


salesman in one day wrote six orders as a result of 
leads he got from one Food & Beverage Letter). 


+++ get next to “how-to” editorial 


Our purpose is to give all these increasingly success- 


Buik 


and Operate 


ful se all the dope they need on How To Plan, 


a Profitable Bar-Restaurant. Our 


April issue, for instance, covers the planning, con- 


: : ee 
struction and ares of the newest 
‘ork unit in a tremendously successful 


eee latest New 


Vhite Turkey” 


chain. This new “White Turkey” ... and our April 


issue... incorporate all the successful ideas, experi- 
ence, techniques, and innovations that have proved 
themselves during 20 years of profitable experience. 
Compelling stuff to get next to... whether you're 
selling food, equipment, or liquor. 


e+ get this! You can’t miss! 


Inquiries and SALES resulting from ads in Bar & Food 


are increasing fast with each issue. . 


. for deal- 


ers and manufacturers alike. Ask us to tell you about 
them. They demonstrate that you, too, can have a 
higger share of the $4.8 billion bar-restaurant market. 


ars Kood 


RESTAURANTS 
A CONOVER-MAST PUBLICATION 
205 East 42nd Street, New York 17, N. Y. 


when as editor-in-chief of three 
national sporting magazines, he 
observed how often the ads flank- 
ing his precious editorial columns 
contained glaring errors, such as 
anglers fishing with bait casting 
reels on fly rods, or hunters shoot- 
ing from impossible positions or 
handling guns as no safety-con- 
scious Nimrod would ever dream 
of doing. 

Such inaccuracies, even in small 
and seemingly unimportant de- 
tails, cause the sportsman-reader 
to distrust the advertiser’s claims 
for the superiority of his product, 
he asserted. 

“Perhaps subconsciously, the 
reader feels that if the manufac- 
turer doesn’t know how his prod- 
uct is used, he can’t know how tu 
make it. If he doesn’t speak the 
sportsman’s language, he can’t be 
expected to understand his prob- 
lems. So the tackle-maker suffered 
for the sins of his advertising 
agency,” he concluded. 


# As long as he remained an edi- 
tor, Mr. Tapply could do nothing 
but bewail this unhappy state of 
affairs. But when he joined Reil- 
ly, Brown & Willard as copy chief 
a year and a half ago he got his 
opportunity. He immediately took 
his idea to Arthur F. Brown, agen- 
cy president, a confessed non-out- 
doorsman, and sold it to him. 
RB&W’s special sporting goods di- 
vision was the result, and was an- 
nounced at the Sportsman’s Show 
in New York just one year ago. 

The agency’s first move was to 
bring in Joseph D. Bates Jr., an 
agency veteran, free-lance writer, 
action photographer, and one of 
the country’s acknowledged au- 
thorities on fishing. The two ex- 
perts between them offered pro- 
spective clients more than _ 60 
years’ experience in hunting and 
fishing. 

Each has written several books 
and countless magazine stories and 
articles on sporting subjects. They 
have designed fishing and hunting 
gear and sportswear and continue 
writing for outdoor magazines in 
what little free time their agency 
work leaves them. 


® Clients of RB&W have bene- 
fitted in more ways than one. 
Their space ads speak the sports- 
man’s language. Their products 
will, if desired, be field-tested, 
with recommendations for im- 
provements when necessary. Their 
public relations are handled by 
men who know from long experi- 
ence what makes acceptable news 
stories in sporting goods publica- 
tions. 

Mr. Bates, a much sought after 
speaker, demonstrates clients’ 
products before sportsmen’s clubs. 
He and Mr. Tapply both do mis- 
sionary work for their clients at 
dealer and jobber levels. When 
photographed afield, the products 
they handle always get into the 
picture. “These ‘field services’ add 
up to extra value which few other 
agencies can offer,” Mr. Tapply 
stated emphatically. 


Continental Can Buys Betner 


Continental Can Co., New York, 
has acquired the assets and busi- 
ness of Benjamin C. Betner Co., 
Devon, Pa., maker of containers 
and shipping bags, in exchange for 
73,177 shares of common stock. In 
addition to the Devon plant, the 
company operates plants at Rich- 
mond, Paris and Beaumont, Tex., 
and Los Angeles. Its two wholly- 
owned subsidiaries are Benjamin 
C. Betner Co. of California and 
Thomas M. Royal & Co., plus 50% 
stock ownership in Benjamin C. 
Betner Co. of Wisconsin. 


Serbin Uses ‘Times’ Only 


Serbin of Miami, women’s dress 
manufacturer, will use four con- 
secutive center spreads in full col- 
or in The New York Times Maga- 
zine—the only advertising it will 
do for its summer line. The cam- 
paign, handled by Lustig Adver- 


tising Agency, Cleveland, will be 
tied in with store displays through- 
out the U. S. 
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No Bones—No Shrinkage—No Waste 


Serve Skinless 
Franks Often 


far money-saving meats: Sxmits franks in spit pee soup 
Semunss franks ond time beens » Samtss Viernes end scrambled out 


Sure to be tender—quick-easy—~ delicious 


mae VISKING corporation 
CHICAGO 48, LUINOES 


like 
feature Visking Corp.'s biggest advertising | 
campaign this year. 


CHANGE—Baby pictures this will | 


ViskingtoTry 
Baby Pictures 
In Sausage Ads 


CHICAGO, Feb. 11—It might seem 
an open question as to whether 
babies can sell sausage, but Vis- 
king Corp. is going to give it a 
try. 

The maker of sausage and skin- 
less frankfurter casings is hang- 
ing its consumer campaign this 
year on Constance Bannister baby 
pictures. Miss Bannister, New York 
photographer, is editor of the 
popular baby picture book, “Sen- 
ator, I’m Glad You Asked Me 
That.” 

The drive is being doubled in 
size with a budget increase to 
$300,000 and the addition of four 
consumer publications to the me- 
dia schedule. Weiss & Geller, Chi- 
cago, is the agency. 


= Use of the baby pictures in ads 
signifies a major switch from ap- 
petite appeal to “straight sell- 
ing”—the first time such a change | 
has been made in the meat indus- 
try, according to W. R. Hemrich, 
Visking advertising manager. 

Instead of the previously used 
four-color pages depicting attrac- | 
tive sausage dishes, Visking now | 
will depend solely on half-page | 
b&w baby ads with copy stressing 
“serve sausage often” and “serve 
skinless franks often.” 

Publications to be used are The 
American Weekly, Family Circle, 
McCall’s. Ladies’ Home Journal, | 
The Saturday Evening Post and 
Woman’s Day. Each publication 
will receive four insertions and) 
the drive starts in April and runs 
through November. 


s Two-color and b&w page trade 
ads will be run in Chain Store 
Age, Meat, Fresh & Frozen Food- 
Merchandising, Progressive Grocer 
and Super Market Merchandising. 
Visking also has prepared a 
combination recipe-baby picture 
booklet which meat packers may 
buy for free distribution through 
their retail outlets. Mr. Hemrich 
says captions under the pictures 
in both the ads and booklet are) 


16, 1953 


based on “typical expressions of 
women.” 

Although the new campaign 
posed something of a problem in 
how to put babies in sausage ads 
and still be relevant, Visking feels 
it will serve five purposes: pre- 
sent a new idea, garner packer en- 
thusiasm, increase packer volume, 
sell the idea of serving sausage and 
appear in more publications. 


Reilly on Special Duty 
Maurice Reilly, research mana- 
ger for the Chicago Tribune, is on 
a special six-month assignment 
doing work for the Chicago Tri- 
bune-New York News Syndicate 
Inc., New York. Filling in for him 
in Chicago while he is gone is his 
assistant, Pierre Martineau. 


Gramercy Appoints Three 
Gramercy Advertising Co., New 

York, has appointed Philip Kessler, 

formerly advertising manager of 


|Inet Inc., to the copy department. 


In addition, Lou Diamond has been 
promoted to art director and El- 
frieda Prittwitz has joined the art 
department. 


ARMI Adds Four Companies 


American Rack Merchandisers | 
Inc., Chicago, has elected four 
more companies to membership. 
They are Fireco Sales Ltd., Toron- 
to; Groves-Kelco Inc., Minneapo- 
lis; Housewares Distributing Co., 
Dallas, and National Rack Service 
Inc., Cleveland. The association 
represents service distributors in 
the U. S. and Canada who mer- 
chandise housewares through su- 
permarkets. 


Crosby Makes GE TV Series 


Bing Crosby has been signed to 
do a television series for General 
Electric Corp., with the first pro- 
gram tentatively scheduled for 
telecast in May on CBS-TV. The 
series, to be produced by Bing 
Crosby Enterprises, will probably 
'be on a once-a-month basis. Young 
& Rubicam is the agency. 
Appoints Al Paul Lefton 

Taylor Provision Co., Trenton, 
|N. J., producer of the Taylor pork 
roll, has appointed Al Paul Lefton 
Co., Philadelphia, to handle its ad- 


vertising. 


'Canned Salmon Week Revived 


A group of brokers and sales 
groups are reactivating national 
canned salmon week, which was 
an annual promotion until World 
War II. The drive this year will be 
from Feb. 
nationwide and local _ publicity 
planned. L. A. Petersen, sales man- 
ager of New England Fish Co., 
Seattle, is chairman of the promo- 
tion committee. 


AFA Names Attendance Group 


A national convention attend-| 


ance committee has been appointed 
to promote the 49th annual con- 
vention of the Advertising Federa- 
tion of America, June 14-17, in 
Cleveland. The committee is 
under the direction of Franklyn R. 
Hawkins, advertising director of 
Libbey-Owens-Ford Glass Co. and 
a v.p. of AFA. 


Beckmann Joins ‘Companion’ 
Joseph C. Beckmann Jr., for- 
merly with the Chicago office of 
Conde Nast Publications, has 
joined the Chicago sales staff of 
Woman’s Home Companion. 


18 to 25, with both) 
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Chatham Inn Names Frost 


Harry M. Frost Co., Boston, has 
been appointed to direct advertis- 
ing for Chatham Bars Inn at Chat- 
ham, Cape Cod, Mass. 


Will Increase Guarantee 

Field & Stream will increase its 
guarantee to 800,000 with its March 
issue, but has announced no boost 
in advertising rates. 
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Artist Supply ond 


Stationery, 
Photographic Dealers every- 
where 


UNICN RUBBER & ASBESTOS CO 
TRENTON, WOU 


Ldeaet 29 MAKES PASTING A PLEASURE 


a full-bodied portrait 


in scratchboard 
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= If you like beer 


Mure poopie preter ana buy Sehot 


you'll love Sc I 


* CHICAGO 
601 North Fairbanks Court 


HOLLYWOOD 


(Ray Patin Productions) 6650 Sunset Boulevard 


NEW YORK 


affiliated with Thompson Associates @ 40 E. 51st St. 


DETROIT 
1928 Guardian Building 


that’s often 


you! 
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Three things you can say about the 
Joseph Schlitz Brewing Company and 
its advertising agency. They like beer, 
they love Schlitz, and they know how 
to advertise it to best advantage. 


Because beer has a fine, light quality 


lost in newspaper half- 


tones, they decided on the scratch- 
board pen and ink technique, one of 
the most exacting forms of illustrative 
art, but also one of the most rewarding 
when handled right. 


Kling artist John McCormack, who 
is nationally known for his fine scratch- 
board work, was given the assignment. 
We think you'll agree that he has 
achieved a work of art in his sensitive 
rendition of frothy lightness, delicate 
shading, and subtle tone. 


This points up the primary reason 
why Kling’s versatile and talented art 
staff serves so many of the nation’s 
foremost companies. Our clients want 
quality in every respect, and we give 
them quality — whether the assignment 
is for an oil painting, water color, line 
drawing, or any other specialized treat- 
ment. Call Kling today and let us serve 


Now on the presses! Our new booklet of inside infor- 
mation about Kling services. Write for your free copy. 


your only single source for: 
ADVERTISING AND EDITORIAL ART 


DISPLAYS 


PHOTOGRAPHY 
TELEVISION FILMS 
SLIDE FILMS 
MOTION PICTURES 
SALES TRAINING 
AND MAINTENANCE MANUALS 
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Cronk to Cleveland Graphite 


Carl P. Cronk, marketing re- 
search director for Bausch & Lomb 
Optical Co., Rochester, for the past 
two years, has been appointed 
manager of sales planning and re- 
search for Cleveland Graphite 
Bronze Co. 


Foster Appointed V. P. 

Wallace Foster has been rarned 
v.p. of Snyder & Black, New York 
display material producer. He pre- 
viously was with American Drug- 
gist. 


Jacobs Heads Press Relations 

J. E. Jacobs, previously with J. 
Walter Thompson Co., has been 
named director of press relations 
for the National Retail Furniture 
Assn., Chicago. 
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s ‘completely coordinated and mer-' 
McGreevey, Werring chandised at the local store levels. | 
+ Participating stores will be fur-| 
Runs 13 Ads to Aid nished newspaper mats, window 
‘and counter displays, and radio 

200 Member Stores and television spois. 

New York, Feb. 11—A unique A feature of the promotion is the 
\type of magazine promotion is be- close tie-in of the advertising 
ing used to carry out an unusual|theme with the emphasized edi- 
‘sales idea sponsored by McGree- | torial subject in each magazine. 
vey, Werring & Howell Co., buying The theme in Harper's for Febru- 
/agency for department stores. ary is “More for the Money.” In 

Thirteen two-color pages, each | Glamour the theme for February 
representing an individual manu- | is “Your beau loves you in (name 
facturer and listing approximately | of product)” with a St. Valentine 
200 member stores throughout, Day art treatment. 
broke in the February issues of Rockmore Co., New York, is the 
Glamour and Harper’s Bazaar. agency for McGreevey, Werring & 
Glamour will carry seven two-| Howell Co. 
color pages and Harper’s six. It| 

is believed to be the first time Motorola Names Halsted 
two magazines have been used| George Halsted, formerly super- 
concurrently for a promotion of visor of education and training for 
this kind. ithe Cadillac Motor division of Gen- 
oe Corp., yey named 
4s 'to the new post of fie raining 
i. Also, it is thought > be the | manager of Shotorein Inc., Chicago. 
| most comprehensive sing € promo~- | tie will cover the U. S. from the 
tion undertaken by a buying group | Chicago office presenting training 
‘in cooperation with its member and promotional programs to dis- 
stores. The entire program will be tributors and retail salesmen. 
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Machines for Apartment 
Houses Go Over Big 


New York, Feb. 10—Milk buy- 
ing is due for another change in 
New York. This time a “mechani- 
cal milkman” is making the differ- 
ence. 

Enthusiastic reception has been 
reported for a coin-operated milk 
vending machine, quietly tested for 
three months in 70 apartment 
buildings in this area. Rowe Mfg. 
Co., which makes it, and City Milk 
Co., the operator, believe it will 
revolutionize milk selling to people 
living in apartment houses and 
big housing projects. 

The $845 machines have been 
put in full production by Rowe, 
and City Milk expects to place 
them in operation at the rate of 
about 4,000 a month. Each ma- 
chine holds 140 quart cartons and 
makes change for a quarter. (It’s 
easy for City Milk to adjust the 
change-making unit to return the 
proper number of pennies when 
milk prices change.) 


# The vendors have been tried out 
in Tudor City apartment houses; 
in nine units at Fordham Hill 
apartments serving 1,300 families; 
in 11 Clinton Hill project build- 
ings housing 1,275 families, and in 
other large apartments in River- 
dale, Queens and Manhattan. 

Some of the test locations have 
been in low-income areas. Others 
have been in middle-income and 
high-income areas. In all cases, 
tenants have been warmly recep- 
tive to the new coolers. 

It’s easy to see why. Besides the 
convenience of being able to buy 
milk at home any time of day, the 
price is 3¢ or 4¢ lower than for 
home delivery. Also, tenants do not 
have to fill up their refrigerators 
with much milk at any one time. 
This is a big advantage to the 
many apartment dwellers with 
small refrigerators. 


THE MILKMAN GOETH—Introduction of this ‘““mechanical milkman” in New York 
apartment buildings seems sure to presage the passing of the old reliable milkman. 
The machine has been tested in 70 buildings so far. 


‘Mechanical Milkman’ Invades N. Y. 


in Three-Month Test | 


tenant” basis, with the operator 
paying a nominal sum for use of 
‘electricity. 

No reaction to the vending ma- 
chine invasion has been received 
yet from retail grocers. They stand 
to lose more milk business, prob- 
|ably, than milk companies that de- 
liver to the home. This is simply 
| because grocers now sell about 
80% of the milk in New York. 


® The pattern of milk buying 
seems to change constantly. In 
1940 about 80% of milk sold in this 
area was home delivered. Now only 
about 20% is home delivered, and 
that mainly where the delivery 
price is close to the store price. 
Milk bought in the new Rowe- 
City Milk machines is 22¢ a quart, 
| the same as in supermarkets. 

Grocers may have _ further 
cause to fear the machines, too. Al- 
| though they only vend milk now, 
the machines are so built that they 
can sell butter, cream, cheese and 
many other packaged foods that 
need refrigeration. 


.R. R. Heywood Shifts Execs 


R. R. Heywood Co., New York 
lithographer, which is celebrating 
its 50th anniversary this year, has 
made several changes in its top 
executive posts. R.R. Heywood Sr., 
founder and president of the com- 
pany, becomes chairman of the 
board. His position is taken over by 
R. R. Heywood Jr., his son, who has 
been with the company since 1914. 
R.R. Heywood III has been elected 
v.p. and treasurer. He joined the 
company in 1945. Donald S. Kelley, 
\formerly sales manager of Poly- 
| graphic Co. of America, has been 
named v.p. in charge of Heywood’s 
expansion program in commercial 
and advertising sales. The company 
has added a second four-color 
press. 


Swiss ‘Digest’ Ad Policy 
Changed: Guarantee Dropped 


The French and German lan- 
guage Swiss editions of the Read- 
er’s Digest, New York, are now ac- 
cepting vertical half-page adver- 
'tisements. Rates for the French 
‘Swiss edition are $95 for b&w and 


SWITZER BROS., INC. 


FIRST NAME IN FLUORESCENT COLORS 


® Deliveries are made once or $100 for two-color; German Swiss, 
twice daily, depending on the lo- $185 and $205, and Swiss combina- 
cation. The milk meets the re- tion, $255 and $275. Full page rates 
quirements of the New York remain unchanged. : 
board of health, and the machines ,, Effective with the July issues, 
under the authority of the the average monthly circulation of 
are the editions will no longer be guar- 
board. anteed. Current net paid for each 
Arrangements with landlords so edition exceeds the guarantee, ac- 


4732 ST. CLAIR AVENUE + CLEVELAND 3, OHIO 


far have been on a “service to the cording to the publisher. 
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Advertising Age, February 16, 1953 


Conventions 


“Indicates first listing in this column. 

Feb. 16-17. Advertising Federation of 
America, First District convention, Brad- 
ford Hotel, Boston. 

Feb, 16-17. Inland Daily Press Assn., 
midwinter meeting, Drake Hotel, Chicago. 

Feb. 20-21. Pennsylvania Newspaper 
Publishers Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg. 

Feb. 25. Associated Business Publica- 
tions, annual eastern clinics, Roosevelt 
Hotel, New York. 

March 9-11. Advertising Specialty Na- 
tional Assn., spring advertising specialty 
show, Palmer House, Chicago. 

March 18-20. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

*March 20-21. Atlanta Advertising In- 
stitute, fourth annual meeting, Alumni 
Memorial Bidg., Emory University, Ga. 

March 31-April 2. Point of Purchase 
Advertising Institute, annual meeting and 
exhibit, Palmer House, Chicago. 

April 20-23. American Management 
Assn., packaging conference and exposi- 
tion, Navy Pier, Chicago. 

April 20-23. National Premium Buyers 
Exposition, 20th annual, Conrad Hilton 
Hotel, Chicago. 

April 21-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 23-25. American Assn. of Ad- 
vertising Agencies, annual meeting, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

April 28-May 1. National Assn. of Ra- 
dio and Television Broadcasters, 3lst 
annual convention, Biltmore Hotel, Los 
Angeles. 

May 1-3. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 3-6. National Newspaper Promo- | 
tion Assn., annual convention, Fort Shel- | 
by Hotel, Detroit. | 

May 6-8. Assn. of Canadian Advertis-— 
ers, Royal York Hotel, Toronto. } 

May 7. Export Advertising Assn., fifth | 
annual international advertising conven- | 
tion, Hotel Plaza, New York. 

May 21-23. Southern California Adver- 
tising Agencies Assn., 3rd annual confer- 
ence, Del Coronado Hotel, San Diego. 

May 25-26. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

June 8-10. National Sales Executives 
Inc., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland. 

June 21-25. Advertising Assn. of the| 
West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24. Newspaper Advertising Ex- 


ecutives Assn., summer meeting, So- 
merset Hotel, Boston. | 
June 22-25. National Industrial Ad- 


vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 


Sept. 14-18. Outdoor Advertising Assn. | 
convertion, | 


of America, 56th annual 
Shamrock Hotel, Houston. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 


Oct. 4-8 Advertising Specialty National | 


Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

*Oct. 9-10. Pennsylvania Newspaper 
Publishers Assn., 29th annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 12-15. Financial Public Relations 


Assn., 38th annual convention, Sheraton | 


Cadillac Hotel, Detroit. 

Oct. 19-20. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. 


*Nov. 5-7. Southern Newspaper Publish- 


ers Assn., annual meeting, 50th anniver- 
sary, Boca Raton, Fla. 


Mogen David Buys Telecast 


Wine Corp. of America, Chica-_ 


go, is presenting a new weekly 15- 
minute variety show over CBS-TV 
starting Feb. 12 at 11:15 a.m., EST, 
through Weiss & Geller. Bill Cul- 
len will be the emcee. 


Joins Pokrass & Gauss 


Robert W. Armstrong, formerly 
assistant general advertising and 
sales promotion manager of Dan 
River Mills Inc., has joined Pok- 
rass & Gauss, New York, manu- 
facturers’ retail sales promotion 
counsel, in an executive capacity. 


Miller Joins Brown-Forman 


Henry L. Miller has joined 
Brown-Forman Distillers Corp., 
Louisville, as assistant to the ex- 
ecutive v.p. Mr. Miller formerly 
was marketing director for Schen- 
ley Distributors, New York. 


Cary to Allen & Reynolds 


Harvey L. Cary, formerly with 
Ralph H. Jones Co., Cincinnati, 


has joined Allen & Reynolds, Oma- | 
\ 


ha, as an account executive. 


Crosley Appoints Smith 

Donald C. Smith has been ap- 
pointed air conditioning sales man- 
ager of the Crosley Division, Avco 
Mfg. Corp., Cincinnati. He comes 
to Crosley from Williams & Shel- 
ton Co., Charlotte, N. C., where he 
was general manager, and suc- 
ceeds Ted Nemes, who has re- 
signed. 


Robert Bishop Named V. P. 


Robert H. Bishop has been ap- 
pointed v.p. of sales for the carpet 
division of Alexander Smith Inc., 
Yonkers, N. Y. Formerly v.p. in 
charge of sales for Sylvania Elec- 
tric Products Inc., he joined Smith 
in November as assistant to the 
president. 


Latin American Agency Bows 

Gomart, S.A. Advertising has 
been formed in the Palace Hotel 
Bldg., Guatemala City, C.A., to 
provide a Latin American adver- 


NEW OFFICE OPENED—Present for ceremonies attending the opening of the new 

San Francisco office of Pacific Outdoor Advertising were Roy T. Margrave, in charge 

of the office; Lowell Mainland, v.p. of J. Walter Thompson Co., San Francisco; Fred 

H. Fidler, v.p. and Pacific Coast manager of JWT, and Woody Ginn, v.p. in charge 

of sales for POA. The model bulletin on the stage was fitted with miniature neon cut- 
out letters. 
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BBDO Elects Three V.P.s 


| 
Copy chiefs in three offices of 


Debarger Joins Read Printing | Rheem Promotes Cassidy 


Charles F. Debarger, formerly 


Andrew F. Cassidy, sales man- 
with Davis, Delaney Inc., New York ager of water heaters and boilers 
commercial printer, has joined the for Rheem Mfg. Co., New York, has 


tising and merchandising service sales staff of Read Printing Co., been promoted to general sales 


to U.S. advertisers. 


|New York. | manager. 


‘Batten, Barton, Durstine & Os- 
/'born have been elected v.p.s of 
‘the agency. They are Len Hall Jr., 
'Cleveland, with the agency since 
1940; Carl Davis, Buffalo, who 
joined the agency in 1929, and 
Roger Verran, San Francisco, with 


feos agency since 1941. 


Four Clip Books of Ready-To-Use Art—hundreds 
! of art proofs—absolutely FREE if you'll just 
| examine our new monthly art service. Saves 
time and money, sparks layout and copy 
l ideas. Merety clip and paste up for off or 
line cuts, The $10 kit of spot art given 

] as an introductory gift—request yours on com- 
| pany letterhead, e’lh include the 


curren! 

\ aL. 
month) on 10-deg approval. No obliga’ 2 
Send no money. r 


ite today. 
| HARRY VOLK JR. ART STUDIO 
600 Central Bidg., Atlantic City, N. J. 
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Farm Income In These 8 States 
Is Twice The U.S. Average 


As big buyers of both industrial 
and consumer products, farmers of « 
the 8 Midwest states are a “‘twin”’ 
=", SM atom So ae tiene market. The richest farm market 

apie = aS “ in the world is highly responsive 
to sound selling methods. 

Setting up and meeting your 
Midwest sales quota is simplified 
by three factors: 

@ Midwest farmers’ income is twice the 
national average. 

@ Their investment in plant (land, 
buildings, machinery) also is twice 
the national average. 

@ They act on information in their 
Midwest Unit Farm Paper, reaching 
9 out of 10 farm families. 


MASS IN THE MIDWEST 
1S CLASS IN THE NATION 


IN THE MIDWEST, 


FARMING IS 


BIG 


A mass market means more readers 
per dollar. A class market means 
more income per prospect. ‘To see 
what happens when you put the 
two together, buy the Midwest 
Farm Paper Unit—one order, one 
plate at a money-saving rate. 


Ask fer your copy 
“Mass is Class” 


A 32-page “audit” 
by the U.S. Census 
Bureau of the farm 
market in these 8 
states compored 
with other sections. 


ve peeka 
farmer 


Se ae — 9 
MIDWEST tou Pope UNIT 


Seles Offices: 250 Pork Ave, New York 17... 59 East Madison 
Street, Chicoge 3 . . . Russ Buliding, Son Francisco 4... 1324 
Wilshire Bivd., Los Angeles 17... 505 M. Ervay Street, Dollas I. 


BUSINESS... AND GOOD LIVING 


ai Be (ee aoe te GRE oo « igh Fits eee be Fs ie eames ns, Tee geal ge a TS cr OI ES ea oti <a ie Sif eee ig APRA eee aed ed Nae Be oh ee ee mes a 4 4 
ee Ba? ‘ pies aoe arty (ee Stee a Di et Go ler ager ges ake] Ree ROR! eT Eee Naa Pe cee kee fan hie? ee oe a ae Sig TTA Table Me ase TR MR, ht Teese eee” So Oe epee SN er fee en ee ee he ts 
: cae ets wet et fo ete nee a eS SO ee ee A ve ES ae cA an Tigao Oi Ie. cane ai a a ea poe a ME MO chek car Ot ae joo ee ee Sy te agra ie eT aac iam Lane ee 
vs : * : ye si ao aah a 4 ber 2 PME Ne Be re Berd ahs es 4x BS OS Ree RANG, ALB ete, Moats Ae ee ET TEP ries eee eg een ‘ Pa Mies a : a eae 
2 ates ee 7 2 5 a eae Ba x: ; Ss ‘ “ : eine: . ay a 2 se ee Sater a ces: zs ‘ ee Ae 2B Me Pe ; as : Py hoe 4 get Satin he oe oy x: ar iM ets : ag = ae as SY re he ‘ 
Ser ae seh, apt ange Year Seta 3 he, ial a4 eon eee » fs “tg Cr a es = ug Sones reas : ‘ Pte peo 2° $4 eRe Es pase thru to tea is <2 i 
pepe ORRIN Sc Re So aera ae we ope See a aes ek ELE ne ree sei. eae eS P me, Pt eee ss fae . bets : nn agi tae 
eg Ae Some es ae goles eae 2 eR a : ar ei aes ake ey ag i aes ie PS ake Daeg eae remem elle a a rae erie f, ats a ee |e ope 
my me : E: mu : Bs fey) Pa. ee RE ate i Ps a. “alg ies rend ee : cine a 2 ae . eens ees a Z wit as eo sie 
, i wa f . ws ' : I uaa ae es : me : : Sena aaa 
oe , Ws SS SIRO hs Pe a a ca : - =! Ring 5 = 
Gaeta uses 
? ee 
3 Se 
Gar —.= 2. 2 = lh : 
e © ne *S -T 4 ‘ ' 7 : 5 4 ‘ 
es eee Oe a ie , Soe - ses os by poe 3 
7 : a ———— a a 
- : = —. me Fos ae se re Sener 
{ 5 “a ae a a ics Pa pie ba ci <e q ak ye ; i 8 
, t 2 sey t we et ¢ Sa i . 
, a : : eo ‘ h hee 
oe A a Be 
| } =. aa -.. Se nae 4 : 
ited S Bees Seo 5 She che 
: << Sie se “aN ae epi 2S ie oo ee VEX M! “ * 
‘ ee i ere 2 
sy | > ’ . “ ; 
| ‘ fe a . 
"i ~ ae} 
4 
| Psy 
#0 A\ =, eye ; 
b hae & 
| | STOCK ART P| 
. ‘ 
| | | a | 
| | ! * oe Ogre 
es rete 3 
re ee 
' 1 ay godess 
pele 
. a 
, ay 
een to 
eee 
eg tee ee a hag ON eR Ra ee Se ORR ERE SS RS % Mo ee ¢ 3 x ‘ oe ; Ca 
ee : oe Seer a ee é ee ces . Be 3 ee oe pee : Pees > ae 
ey a Se pea: cacy am Pr a BE in pes Bae aay cer 
ee a 2 Me ee es Rome Ree ts eg ae ? eh a ie : * ae Peas pie ee ee va - we = Lat 
ae a, * r : Oe oe 2 geen Oe ge phy oe ‘ea: 
—— P * 5 Sho RR ee ee ee $ ‘ B heats | Sheree 
ore % \, % \ é 4 2 ~ < ; a oh Bi ANS eer 
: ~ i x a4 ; : ‘ it n Fi a ae hee m 
i ‘ ‘ : ee Ree ee 
: M, a a 5 % 3 = 
¥ he eee ee ee : Bees: 
: x 3 . ee : 
ei \ \ iw 4% \ Wee ? 
es a tS ae ‘ Z 
4 Sages pes 2 y 
: Se CS ra ,° Fie: ; <a ‘ 
BS aM jane mance ty .. +3 q 
ee ee a om : 4 
a ” y . 2, 4 * 
Pity - <7 gk) ee " a -* 
oe 5 a> eee be i 24 wi i a a “A % is ee 
Sais a ee OS glee! 
f 3 a's ws ’ * ye ron Ses ee” é aaa = 
’ 4 % ' 2 : 3 ‘ ae 2 Sib! ice, Dae, pi 
FS - "eon CP BENS «105 igre on, 6 ah 
Z a eos ft { , ae ig” a en ie ene in de is 
- ee it ¥ : weigh tate , 
- - EN s Vaan | 
‘d 7 ere ee i r eer 14. oe igi aes 
; ae P x3 | Ay ‘ ~ * x de a een ¥ Ae dete 
d ps ote ; ’ 4 oe tae AR Ro eeee ee tas iE a yl as MB: 2 osetia 
a ed ody td SER ay See ‘ Wag cE oe ah ot ho: te Ce a as ee 
ae ak ee Pet se , j % y Ree seek 
)- Pos ee 8 52 ons» = “ae fe eS : a a 3 ass , 
»- ¥ ; i “=. n Ry, t } ce ‘ ¥ os As me 2 ve 
2% ss ee wi ny ; , eae ve Taek . a : 
LV es “ pe ee eink ee er 
*f | es ‘ ite... ; ree x ae : Rhett oS aa 
it ees Ti , — OF 1 oe is ae : F bi = 2 ae * ; Ft oe ees, : as 
+ a eee 0s SS HS BS tee by da *K ie Kaien ; . a . 
sity ek Soe Mah ty ‘ap gp: tae aoa SE e lig ae 
<a ; Qe wae ice ck aero 
bed i Re Ce teas eta Rhea eS gs Si ee 
{ SVS KF OP Gs wo OP ae em bh ee Cee Ee ne ee rh Narre 
0 OM oe he we or meee Gg eet eee ee We gies 
g om 3 re at Oe eee - ‘ WS ete se ack sade Pe 
n { ee COPE Cert eI ae eel 
~ 3 st % te WE 62M & bet oe ‘ 4 eat: so 
1S ei ho gu ee ed eae ae 
5 a , « ose, 
y | i vita 
; on am i 
id | 2 i a om ; ; 
a i (gi im et [= 
se :. ‘a 
e. Po See d \s Sie Fe 
_— i. Tt ' Pea ae 
t Pee a, ; vs % toe 
a ei Mee ‘ hy, meee a 
“s em Meg eS Bi oasis | the 
~d ! pas — tee or 
_ ee ™. pee, aa 
Vv, ‘aie ea i ; ae i 
tee Sie Sat ah See a 
ENR amet Be a 
y | i) Y i nite 
d 4 vidi : { Sine int aa 
hey: Erte 
at i eye eS 4 a. mE ae 
io ee P he Pera : : 
oe nie ; “e is 
i. a " atl ‘as r ————— . Ee 
k “mr. f % hk = ii 4 fr Lae SS 
! Mas t: Ts Z bs j ; } “Mia 4 Sal roa 
ig 4 oe Big: ime 5 M4 és BY i pig Si aes 7 - | Y aaaee me 
Fe ie mh % B ie i 4 ee ee Te 4 “i 4 ii eg 
is | se ye com ‘i Mei, om fis, Be ies: a. Xe | a tg 2 : Ps 
) Y ot ‘get ee % z i # Cpe ig a 4 A oa i 
P a ‘tie. a / a. .. ee . 3 
> = e ys eee, ' < il Si Fog i ‘ f ; 
ek Y ‘ ae oe at a ge a 4 qe ae 
; ‘ee f ws, 6 : 
. oF ae ee i aa ae y f Wea ame 
iS es Wiggs er a % bs fe, ; ‘ |. a ; E , = eS 
] ee ‘ Bee ’ . 4 t . ae 
4. po bee SP a ge % — : i. a 
d 2 ie tags ~~ <e |6—6KRE vag ad Sy c. hie 9 oul 
oe, 4 : , ; bs ; s : e igi Ls 
ie Begs gael : ate a { ig — } ¥ we ere 
” jer | al 2 | ats aa i Z; ‘eo Ree 
y ? 4 ee oe ite ae Pe q a : 
’ A pee i carts am ? La “ a 
es oe a ae i ne F ; er ee 
oa ? 4 ; % al x ie . : t ‘ oe ae i “- GA " # 4 ae 48 ee ad -: < = pe ata " 
x jis Par. f ie iy aa ba t Sea 
a] ¢ Ss a p fy 4 * a 4 j ¢ - y bie 4 
Ly . ie, 2 Tae « . ; eae 2 ee stipe he : ‘ ¥ tal ; ¢ f Ni ry 1% (5) ine ean 
y oe 4, i we he a “@ tA oe es mes < VS ee 
al ay 1 a —, % wi i EE * / og > “3g as 4 be : 554 
of” % 3 MRE * oa ~ 4 ae a. fore. é , ; 
(OM Jeo. oa : 3 Tiss 
4 eis % { ea he ae 4 . ae ‘ , 
? ganar /* ‘ - tn ™ wv ‘ t PN as a ; 4 ~ 
‘ose ey ae , ae se ee —_— = (CS s PL pee 
Md ue id a 4 P Ae a a ee 2. é SE ES -. 7 ee oer 
— 1 oe Ul ip et | 
i ‘ x ’ wf re i go a ‘ 
bi #é ; * Fags - 
l= ee wil x 4 7A ; y $ Q . 
- ~ 2° Sie ike geel 0. ae nes 
= eae a Ch ig: Ei he Gee \ pa ae Ate Me “aie i " 1 peek | = 6% 
‘ Po , = f ee Phe 5 aN bee ow . Wallgtl \ ~ ; 
= a  . ni ent | Ee RS, a ae * f . rh) wurint 
h - ge a Pk iaae’s \ £ é a” + Bs SA gee , awe - 
. I i te Fee fe, gee iy 4 a +75 
’ be To eek ey Bx = ie Mie part Panet® 
d ye “i, BE ce r ; , % My ivy 
- ~~“ ® 7 - Ga ‘ ‘ 
s, ; , eee 5 he. Rg ™ , y 
i- . oe pt wie 8 ae.” - * ‘ / , 2 
> elie es es a Pe 4 ¢ 7 i. 
2S aor, “the is ‘ 
] ‘k, E A * Ms ¥ ‘ Sad P -_« - hid %5 ¥ 
: ‘ a é f i» ii “ a 
of rat sd age ee sy ee 
“ ne 
h ait 
Po en | 
“ao coin RD: bre og mean : a a 7 > 5 .s ae mye > pe me | ‘ee A Mad 4 ge * : ie i ~ Peal Naess aig i F : a = 
ie 4 Rage ht Re ee op eee sO OR Be yr at ay si snide aga Pa gk Ce ic m : les f c ‘ eS aS $5 Wi, a 32 Pie y he ie ‘ fi 2 , 2% 
Fer oe Se oa: ea speh (eames Bier ee Yi: Boe. «e q a) ae - c Rs AE! Wi Ee Sa i rN Ye an Thiers he Se AE pee VET De ee re. . ‘ Sg eat ; ; me . ha ee: ais eae eh eS 
; ie dae Be Sie Se ye 2: B . ee ee & ; a NSE ae thoes ae ae EMRE RE a cd *y te ee re ee Aedes ahah ea ee! Het 4 its a, vi us| nse a ey ‘¥ : i t Spat 2 ah ie + 
. ; : 3 : + > We Sots i eS RS . me Bf 2S a 5 gh pens ee Sane ee re i eT es EM 5 eS i , = ‘ ‘ : ’ - x 2 , apa iw a tj 


64 


Two Join Klores & Carter 
Adele Josephs, formerly with 
Buchanan & Co., and Joseph Ce- 


sare, previously with Ruthrauff & | 


Ryan, have joined Klores & Carter, 
New York, as assistant art director 
and production manager, respec- 
tively. 


Appoints John Ambrose 

John F. Ambrose, formerly with 
U. S. Rubber Co., has been ap-.| 
pointed executive secretary of the | 
Sterling Silversmiths Guild of, 
America, New York. 


Quality 
CIRCULATION BUILDERS 


for leading 

agazine Publishers 
INION CIRCULATION CO., INC. 
S Columbus Circle, N.Y.29 * CO 5-8088 


“Over a Quarter Century 
of Dependable Service” 


Newsprint Prices 
‘May Rise Again, 
Scudder Warns 


WASHINGTON, Feb. 10—Members 
of the House interstate commerce 
‘committee were warned last week 
that newsprint prices may be 
headed for another increase. 

Richard B. Scudder, director of 
the National Production Author- 
ity’s forest products division, said 
supplies of newsprint seem to be 
lin balance. 

He added “it may be purely a 
/matter of conjecture on my part, 
but prices may go up.” 

He said Canadian producers are 
|already talking of a new increase 
from the $126 price established 
|last year. 

Interstate commerce tommittee 
members expressed uneasiness 
over the continued dependence of | 
'the U. S. on Canada for newsprint. | 

While U. S. production is ex- 
pected to reach 1,150,000 tons, al- 
most 5,000,000 tons of newsprint 


will be imported. 

Domestic producers have failed 
to subscribe to the full 494,000 ton 
expansion goal for newsprint which 
has been fixed by NPA. 


Diamond Boosts Ad Plans 


Diamond Match Co., New York, 
plans an expanded advertising and 
merchandising program to sell its 
repackaged line of products. The 
schedule includes year-round in- 
sertions in Ladies’ Home Journal, 
McCall’s, The Saturday Evening 
Post and Western Family, spot ra- 
dio on 240 stations in 211 cities, | 
and cooperative newspaper adver-| 
tising in selected markets. Benton | 
& Bowles, New York, is the agen- | 
cys 


Owens-Corning Promotes 2 


Owens-Corning Fiberglas Corp., 
Toledo, has promoted A. D. Baum- 
hart Jr. to public relations director 
}and Sherman Stambaugh to pub- 
\licity director. Mr. Baumhart has 
/been assistant p.r. director, while 
| Mr. Stambaugh has been publicity 
manager stationed in New York. 
Edward C. Ames, formerly p.r. di- 
rector, has resigned. 
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GOOD TASTE IS ALWAYS GOOD BUSINESS. And here’s a 


business gesture that’s perfectly proper in any circumstance. 


A live, growing plant makes a lasting remembrance that 


finds a warm welcome anywhere. 


More and more businessmen are using this graceful way to keep a 


constant reminder before important customers and other 


business associates. Why don’t you ? 


And Flowers, too, are Beautiful Business Builders 


Use Flowers-By-Wire to say 
on anniversaries...on 
as a“thank you” for the order 


opening days... 
special events... 


.. for those at home when you're away. 


No matter what you have to say in a business 
.you can say it better when you... 


way.. 


Say it with 
Flowers- 


© Service worldwide through more than 
18,000 F.T.D. and Intenrcorna Shops. 


“congratulations” 


By-Wire 


Florists’ 
TELEGRAPH 
DELIVERY ASSN. 


Headquarters: 
Detroit, Michigan 


Head ofthe 
Bourbon Family 


IN RAILROAD STATIONS—National Distillers Products Corp., New York, is using 

this three-dimensional display in nine railroad stations across the country for its 

O!d Grand-Dad whisky. It measures 7x9’ and the bottle is 24” high. Kudner Agency 
handles the Old Grand-Dad account. 


How Exide Reversed 
a Sales Trend in 
‘52 Told by Execs 


NEw York, Feb. 10—How the 
|maker of Exide batteries, Electric 
Storage Battery Co., managed to 
reverse a sales trend in materials 
handling equipment was told to 
the Sales Executives Club of New 
York last week by two company 
executives. 

Roland Whitehurst, sales v.p. of 
the company, said that until last 
| vear gas-powered lift trucks out- 
|sold battery-powered lift trucks 
/seven to one. But in 1952, the ra- 
tio changed to two to one. This| 
reversal of the trend was due to a | 
campaign to overcome sales re- 
sistance to the battery-powered 
trucks, he said. 

C. J. Moore, manager of the rail- 
ways and motor power sales divi- 
_ sion, outlined the steps taken, 
starting in January, 1951, to de- 
velop data for the drive. 


turers’ and dealers’ salesmen and 
by salesmen at regional meetings 
within their own territories. Titled 
“User Benefits Benefit You,” the 
film stresses ways and means of 
overcoming sales resistance to bat- 
tery-powered trucks by use of data 


available from Electric Storage 
Battery Co. 
The campaign has been well 


worth while, Mr. Whitehurst said, 
and is being supplemented by di- 
rect mail promotion and advertis- 
ing in business and industrial pa- 
pers. 

Geare-Marston, seat is 
the agency. 


Beaumont & Hohman Adds 3 


Beaumont & Hohman has three 
new accounts. Marr Cone Baking 
Co., Omaha, manufacturer of ice 
cream cones and related products, 
will have its advertising handled 
through the Omaha office. Ocean 
Van Line, a shipper operating in 
Seattle and Alaska, has named the 
Seattle office. The San Francisco 
office will direct advertising for 
E. Z. Est Products, maker of tar- 


| nish removers, polishes and waxes. 


|@ A list of objections to battery-| 
| powered equipment was compiled | 
| from sales reports and correspond- 
‘ence. This totaled about 30 dif- 
| ferent objections. A contest was 
then held by mail among about 
1,500 salesmen representing manu- 
facturers of battery-powered 
equipment, to get as many objec- 
,tions and answers as_ possible. 
Those who submitted the ten best 
objections and answers received 
cash prizes and were made mem- 
_ bers of Exide’s Yes-But Club, sym- 
bol of which is a goat. 

After the 62 objections and an- 
| swers received had been winnowed 
-and reduced to 54, they were 
printed on colored cards. The ob- 
jection was printed on one side and | 
the answer on the other side on 
|eards the weight and size of a 
deck of playing cards. 

These cards, or decks, have been 
sent to each individual salesman 
of battery-powered industrial) 
'trucks throughout the country. In 
addition, Electric Storage Battery 
Co., Mr. Moore said, has compiled 
cost data booklets and slide rules, 
and projected cost estimate sheets. 
These also have been sent to in- 
dustrial truck salesmen. In esti- 
mating costs with prospects, sales- 
men are urged to use the prospect’s 
cost figures if possible. If such 
figures are not available the mate- 
rial supplied by the battery manu- 
facturer can be used to supply the 

answers. 


s This material was completed last 
year. This year the company is 
using a slide motion picture film to 
present the whole program in one 
package. These films are being 
used at sales meetings of manufac- 


Halpern Heads Research 


Henry Halpern, who has just 
completed a tour of duty in the of- 
fice of the Secretary of Defense 
and who at one time worked for 
George Gallup, has been named 
research director for MacManus, 
John & Adams. He will head the 
research operations of all the 
agency’s offices, which are in 
Bloomfield Hills, Mich., New York, 
Baltimore and Los Angeles. 


Putman Awards Out in June 


The $5,000 Putman awards for 
industrial advertising, established 
in 1947 by Putman Publishing Co., 
will be given in June at the annual 
convention of the National Indus- 
trial Advertisers Assn. Rules, reg- 
ulations and entry blanks may be 
secured by writing the publishing 


‘company at 111 E. Delaware PIl., 


Chicago 11, or NIAA headquarters, 
1776 Broadway, New York 19. 


Gulf Publishing Names Three 

Gulf Publishing Co., Houston, 
has named Gene Hart and George 
Skelton to its eastern sales staff, 
to handle advertising for the Pe- 
troleum Refiner and the Refinery 
Catalog. Nelson Bigelow, who has 
been in the company’s New York 
office, will represent World Oil 
and the Composite Catalog. Mr. 
Hart has been with the company 
for several years. 


Kline, Ford Elected V.P.s 

Jack M. Kline, research direc- 
tor, and Frank Ford, account ex- 
ecutive, have been elected v.p.s by 
Lynn Baker Inc., New York. 


Olson Joins G. M. Basford 

Robert C. Olson, formerly with 
Kenyon & Eckhardt, has joined the 
creative staff of G. M. Basford Co., 
| New York. 
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Network Gross Time Charges 


Source: Publishers Information Bureau 
NETWORK RADIO 


Dec. 1952 

American Broadcasting Co. ........ $ 2,856,714 
Columbia Broadcasting System ..... 5,717,800 
Mutual Broadcasting System ...... 1,980,316 
National Broadcasting Co. ........ 4,370,265 
WOE 60ncdeckekaeaeeesacaes $14,925,095 


NETWORK TELEVISION 


American Broadcasting Co. ........ $ 1,331,588 
Columbia Grengeanion System .... 7,088,506 
DuMont Television Network ........ 1,211,316 
National Broadcasting Co. ...... 7,830,806 

WOU u¢cccapeuppenseneses ees $17,462,216 


Dec. 1951 Jan.-Dec. 1952 Jan.-Dec. 1951 
3,300,219 $ 35,023,033 $ 33,708,846 
5,278 508 59,511,209 68,784,773 
1,697,014 20,992,105 17,900,958 
4,343,307 47,927,115 54,324,017 
$14,619,048 $163,453,462 $174,718,594 
$ 1,980.145 $ oy 353,033 $ 18,585,911 
4,736,368 058,548 ,470,844 
937,875 to! 140,656 7,761,506 
6,592,673 83.242,573 §9,171,452 
$14,247,061 $180,794,780 $127,989,713 


NETWORK RADIO TOTALS BY MONTHS 


ABC cBs MBC NBC Total 
$ 3,301,479 $ 5,161,397 $ 1,699,282 $ 4,357,353 $ 14,519,511 
3,177,970 788,507 ,600,399 3,994,018 13,560,894 
3,355,715 5,154.077 1,826,527 4,184,07 14,520,393 
.244,146 4,943,400 1,681,924 4,078,593 13,948, 
3,323,092 4,963,794 1,821,571 861,882 13,970,339 
3,001,314 4, 254 1,632,977 3,708,014 12,971,559 
2,372,710* 3,920,643* 1,339,276 3,621,810* 11,254,439* 
2,281,852 4,028,081* 1,325,059 3,338,843 10,973,935* 
2,533,785 4,846,978* 1,607,485 3,901,715 12'889,963* 
2.914,322* 5,851,106* 2,304,804 4,371,569 15,441,801* 
2,659,934* 5,506,172* 2,172,485 rc 14,477,570* 
December ........ 2.856,714 .717,800 1,980,316 4,370,265 14,925,095 
WHE osucenceus $35,023,033 $59,511,209 $20,922,105 $47,927,115 $163,453,462 
NETWORK TELEVISION TOTALS BY MONTHS 
ABC CBS DuMont NBC Total 
COTE: $ 2,020,461 $ 5,074,643 717,148 $ 7,259,307 $ 15,071,559 
February 2,148,467 5,103,043 748,544 6,813,549 14,813,603 
March 5,643,123 760,593 7,320,358 15,789,126 
BN sa0asccesse 5,641,831 738,926 6,946,751 15,027,268 
Se Saseues r 5,602,634 775,06. 6,822,982 14,704,722 
Pere A 385.820 749,497 5,794,534 ,209,836 
Pre , 4,916,245* 799,074* 5,963,550* 12,761,620* 
August ' 5,190,934* 845,780 618.643 12,821,526* 
September ...... 1,203,917 5,860,751* 809,475 6,769,228 14,643,371* 
UE vcccccces 1,453,811 6,896,206* 958,674 8,076,848 17,385,539* 
November ........ Ki 6,654,812* oe rey a. 17,104,394* 
December ....... 1,33 7,088,506 1211, 17,462,216 
WEE <eskewacs $18, 353 203 $69,058,548 $10, 140, 666 $83'242'873 $180,794,780 
*Revised as of Jan. 26, 1953. 
Lentheric Appoints Ohme Kelvinator Corp., Detroit. Mr. 


William G. Ohme, assistant 
treasurer of Warner-Hudnut Inc., 
New York, has been appointed as- 
sistant advertising manager di- 
recting media and budget for 
Lentheric Inc., New York. 


Nash Promotes Gage 


A. D. Gage has been promoted 
to assistant advertising manager 


|gregate, has 


for Nash Motors division, Nash- 


| Gage, who joined the company in 


1946, formerly was Nash export 
advertising and sales promotion 
manager. 


Yeager to Texas Indusiries 
Texas Industries Inc., Dallas 
producer of shale lightweight ag- 
appointed Charles 
Yeager public relations director. 
Mr. Yeager has been p.r. consult- 
ant for Texas clients since 1947. 


For Plus profits, hit 


the 


“Buying Power Bull’s-eye” 


| 


in CHARLESTON, S.C. 


Charleston county’s effective buying income is $224,317,000, 


the greatest in the entire state of South Carolina. This is also 


the fastest growing county (36.1% gain in circulation from 


1940 to 1950) in the state, with the highest per capita income 


in both county ($1339) and city ($1558). 


AUTOMOTIVE NEWS ALMANAC 


Brings In Orders For You 


ALL YEAR LONG! 


It is a persistent year ‘round salesman for you. The 40,000 men who make 
the buying decisions in the two biggest markets — the manufacturing plants and 
the car dealerships — once a year receive the yearbook of the industry — 
AUTOMOTIVE NEWS ALMANAC. They reach for it all year long for the in- 
formation they need in making their buying decisions — statistics, charts, graphs, 
a ‘Who's Who of the Auto Industry,"’ historical and other data—and your 
advertisement. Let this buyer's guide sell for you all year long. 


GET YOUR ALMANAC 
SPACE ORDER IN NOW 


Forms Close March 16 


Siw Parton 


me or 


©. 


_ 


ec 


ISSUE DATED APRIL 27 


With the advertising closing date for the 
ALMANAC rapidly approaching, space orders 
are coming in fast from virtually every type of 
advertiser in the automotive industry. This is one 
medium you can't afford to miss . . . the 40,000 
Decision Men in your two biggest markets won't! 
Rush your reservation while there's still time — now. 


STUDIES SHOW THAT AN AVERAGE 
OF 3.4 PERSONS MAKE USE OF EACH 
COPY OF THE ALMANAC. THIS MEANS 
A READERSHIP OF WELL OVER 100,000. 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 


PENOBSCOT BUILDING ° 


DETROIT 26, MICHIGAN 


REPRESENTATIVES 
New York —Edword Kruspak, Advertising Manager, 51 E. 42nd St., Murray Hill 7-687! 
Chicago — J. Goldstein, Western Manager, 360 N. Michigon Ave., State 2-6273 
Los Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg., Woodward 3-0495 
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Set Irish Linen Week 


Timed to coincide with Soins 
Patrick’s Day, Irish Linen 
this year will be held March 1e. cry 
Complete store-wide promotional 
materials are available from the, 
Irish Linen Guild, New York. 


Healy Heads Midwest Office 

Laurin H. Healy, operator of his 
own television and radio writing 
and production agency, has been 
named to head Television Maga- 
zine’s new midwest office at 6 W. 
Ontario St., Chicago. 


Kolker Joins Lavenson 

Stanley Kolker, formerly with 
Grey Advertising, has joined the 
Lavenson Bureau of Advertising, 
Philadelphia, as traffic control 
manager. 


3 DIMENSION PICTURES 


BOOST» SALES 


View-Master stereo color pictures will 
add a dynamic new selling dimension to 
the portrayal of your products and serv- 
ices! Salesmen like to use View-Master 
“come to life” pictures because they get 
and hold attention, because they're 
lightweight, compact, easy to carry and 
show. Sales managers like View-Master 
stereo pictures because they get results 
at low cost! If you have a selling prob- 
lem, big or small, View-Master stereo 
pictures can help you solve it. Write for 
complete information. 


STEREO SELLING PICTURES 


® Sawyer's tnc 


SAWYER'S INC., Dept AA 
Portland 7, Oregon 


aan 


| 
| 
| 
| 
| 
| 
| 
™ ee 


Please send information about View. Master 
three dimension pictures for commercial use. 


Company Nome. 


You Ongtht To Know. . « « « Larry Knott 


The new president of the Newspaper Advertising Executives Assn. is 

a New Englander transplanted to Chicago by a strange quirk of fate. 
Born in Jamaica Plain, Mass., in 1904, Larry Knott got his first news- 
paper job selling classified ads for the Boston 


Advertiser. He later became a display sales- 
man for the Boston Herald-Traveler, but he) 
wasn’t making much money and a friend ad- 
vised him to try the magazine field. 

So he tried to join Liberty, then owned by 
the Chicago Tribune. Mr. Knott was told that 
the entrance to Liberty was via the Chicago 
Tribune sales department. 


s Larry Knott took this to heart and in 1926 
he set out for Chicago, accompanying his 
brother, who already lived there and was re- 
turning from a New England vacation. 

Mr. Knott went down to the Tribune and 
asked to see the national advertising manager. 
To his horrified surprise, he was informed 


that the ad manager was in Boston opening 


Larry Knott 


up the Tribune’s New England branch office. 


After kicking himself a few times, he went up to the classified ad 
department and landed a job there. A year later, he went to the Trib- 
une’s New York office, staying there for ten years. 


In 1937, he returned to Chicago 
to become assistant classified ad 
manager of the Tribune. 


Larry Knott held down this job 
until March, 1943, when he moved 
over to Marshall Field’s Chicago 
Sun as assistant advertising direc- 
tor, a position he continued to hold 
after the Sun merged with the 
Times. Then Leo Abrams re- 
signed in 1950 and Mr. Knott took 
over the top advertising post. 

It was under Mr. Knott’s leader- 
ship that the Sun-Times developed 
what has become the best known 
newspaper promotion in the na- 
tion—the “It Takes Two in Chi- 
cago” campaign. 

For a paper to come right out 
and say it is not first in everything 
was unheard of in media promo- 
tion. Some called it “defeatist.” 
But Larry Knott says the cam- 
paign met with immediate accept- 
ance from agency men and adver- 
tisers, who were glad to see a 
paper face facts. 


® The campaign grew out of a 
readership study which showed 
that the Sun-Times, while not 
first in circulation, had a large 
proportion of unduplicated readers, 
people who did not read any other 
paper. 

As a result, explained Mr. Knott, 


ently helped the Tribune also. 

Larry Knott is a “hard sell” 
man from the word “go.” He be- 
lieves there is nothing wrong with 
newspapers that a little intensive 
selling at the local level wouldn’t 
help. He subscribes wholeheartedly 
to the thesis that national adver- 
tising will gravitate to newspa- 
pers if space sellers get out on the 
street and convince retailers and 
district salesmen of the superiority 
of newspapers as an ad medium. 

And by now, everyone in the 
newspaper field knows that Larry 
Knott will take advantage of every 
pretext to get a tie-in with the 
“It Takes Two” theme. 


= Mr. Knott’s chief avocation is 
photography and he says he spends 
quite a bit of time on it. His latest 
craze is the new Stereo-Realist 
camera, which takes three-dimen- 
sional pictures. 

He is married to the former 
Bethany Jane Crowe of Kenil- 
worth, Ill, and the Knott family 
lives in Kenilworth. His New 
England background may be show- 
ing up in the educational choices 
of his children. His daughter, 
Susanne, goes to Smith College; 
his son, Tom, attends Dartmouth. 


Chase to Sullivan, Staufter 

W. Earle Chase has joined Sul- 
livan, Stauffer, Colwell & Bayles, 
New York, as a copy supervisor. 
Mr. Chase formerly was with 
Ruthrauff & Ryan. 


HAWAII VISITOR—Fred L. Black (second 

Nash-Kelvinator Corp., was guest speaker at a meeting of the Hawaii chapter, 

Public Relations Society of America, during a vacation in the islands. With him here 

are officers of the chapter: F. Gordon Chadwick, advertising and p.r. director, Mu- 

tual Telephone Co., and v.p. of the chapter; Roy Leffingwell, p.r. director, Hawaiian 

Sugar Planters’ Assn., president; and James W. Carey, assistant p.r. director of 
the Hawaiian Sugar Planters’ Assn. 


from right), director of public relations, 


Distribution of 
Wines Declines in 
New England States 


Boston, Feb. 10—If New Eng- 


mestic wine seems not to have) 
participated in the continuing ex- 


try. 


Wine in the New England Mar- 
ket,” compiled by the New Eng- 
land Newspapers Advertising Bu- 
reau reveal that 20 of 28 domestic 
wines marketed there in 1948 suf- 
fered losses of distribution through 
1952. Only eight show gains. 

Cresta Blanca made the deepest 
dive, sinking from sixth place and 
63% distribution in 1948 to 17th 
and 38% last year. The brand list 
has grown to 38. 


# Still leading the field, although 
its distribution has dipped from 
88% to 80%, is Roma. Second 
through fourth places were main- 
tained by Virginia Dare, Petri and 
Old Monastery, respectiveiy. Vir- 
ginia Dare, however, slipped 7% 
in distribution. Fastest gainer in 
the field is Taylor, with 49% dis- 
|tribution in 1948 and rated fifth 
| with 67% last year. Displaced one 
notch was Dubonnet, which slid 
five percentage points, from 70%, 


RO centinemnctntiningaiianaiinionen 
: advertisers saw that to cover the 
City_________Zone___State____ Chicago market they had to buy 
\. i tat a at least two papers, the Sun-Times 
[ane ~~~" fy |}and one other. Mr. Knott believes 
—<----------- -— the campaign may have inadvert- 
WATERPROOF 
JET BLACK 
PERMANENT 


Also available in 17 wonderful 
tronsluscent colors! For pen 
or brush work . . 
airbrush! They produce 
excellent transparent washes. 
All colors intermixable! 


. also superior in the 


onveeree® 


THE CRAFTINT MANUFACTURING CO. 


* 1615 COLLAMER AV 


k 


E. + CLEVELAND 10, OHIO 


land figures reflect the whole, do- | 


pansion of U.S. consumer indus-| 


Figures on “The Five-Year) 
Trend of Retail Distribution of) 


|in the four-year period. 

Other notable market capturers 
| were Widmer, moving from 19% 
| to 48%, and Pastene, gaining from 
47% to 62%. 


= The association suggests that 
sweet wine is finding a larger 
market, basing its conclusion on 
‘the fact that Welch, introduced to 
New England with 53% distribu- 
{tion in 1951, jumped ‘. 64% last 
year. Virginia Dare retained sec- 
ond position in the field. 

Although Mogen David wine, 
which entered New England in 
1951, was not included in the sur- 
vey, the association told AA the 
product has been “successful” 
and offers additional evidence of 
gains for sweet wines. 


Strutwear to Stress 


Hosiery Union Label 


MINNEAPOLIS, Feb. 10—Strut- 
wear Hosiery Co.’s advertising this 
spring will stress the union label 
on its lingerie, hosiery and blouses. 

L. A. Henninger, president of 
Strutwear, said he believes this is 
the first time “any national manu- 
facturer in the knitting industries 
has built its advertising around a 
union label.” 

The union label involved is that 
of the American Federation of 
Hosiery Workers, AFofL. Strut- 
wear’s objective is to get the story 
of the label to the consumer and 
impress on her that it connotes top 
quality workmanship. 

The campaign will be announced 
in trade publications before it 
breaks in the March 15 Vogue. 
Eight magazines will carry ads on 
the theme through Mother’s Day. 
Promotion kits are being sent to 
dealers. 

Bozell & Jacobs here is the agen- 
cy. 


McCann Boosts Alderman 


Roy Alderman, group account 
executive for eight years with Mc- 
Cann-Erickson, New York, has 
been promoted to manager of the 
agency’s Cincinnati office. Mr. Al- 
derman managed McCann’s Cleve- 
land office between 1934 and 1944. 


James Lees Promotes Geber 


James Lees & Sons, Bridgeport, 
Pa., manufacturer of carpets and 
hand knitting yarns, has promoted 
Russell C, Geber, v.p., to assistant 
to the president and director of 
product research, 


Bright Joins ‘Enquirer’ 


Wallace Bright, formerly clas- 
sified advertising manager of the 
| Clarion- Ledger, Jackson, Miss., has 
joined the Cincinnati Enquirer as 
an account salesman. 


Canada Newsprint Gains 3% 
Canadian newsprint production 
for 1952 totaled 5,687,051 tons, a 
/3.1% increase over the 1951 out- 
put “of 5,506,279 tons, according to 
‘the Newsprint Assn. of Canada. 
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“lam Elsie Cusma.... 


1 work for Capital Airine: in the Woshington reservations office, « wall 
port of which & shows Wn the: picture. 

Wher you cull me or any of the offer reservations who work for Capital, 
you'll find o genumely interested in arcomgor the BEST in Air Trompe: retion 
for you. OUR slogan 5 “Welcome Travvies 

We'se proud of the fect thet Capitals wyetem is oy aa 
one of the best in the travel induitry ft & font and cocwate thot’s «hy we 
con wually give vou an immadicte cheerfid YES” when you call tor revervators 
on one of our fights 

Other friendly, experienced people take over where we reserectonui Move 
of. & is ows warmest desire to make every detail of pour coma’ wth Coptc! 
Pleasant every respect 

The neat time you plan o trip, {¢ sppreciate your letting me moke your reser 
‘votions. % case you're sot in . | am sere you will receive the come 
courteous serve # ony other Capital city. A serice et top, Welcome 
Troveter.” 
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DOUBLE PURPOSE MAILING—Elsie Cusma of Capital Airlines’ Washington reser- 

vation office and other behind-the-scenes employes will be featured in new mail 

pieces like this which the airline is using to (1) better acquaint the public with 
Capital’s operation and (2) build employe morale. 


Capital Airlines non 26 yours of experience serving sirminded America and operates $00 igh doily between 75 major cities 


‘AIRLINES 


Coronation Used by 
‘Life’ as Bait for 


New Subscriptions 


NEw York, Feb. 10—Taking ad- 
vantage of interest in the forth- 
coming coronation of Queen Eliza- 
beth, Time Inc. has been running 
a special subscription mailing for 
Life. 

The mailing is in the form of 
an invitation “to view the coro- 
nation.” 

All envelopes used in the mail- 
ing are hand-addressed and post- 
marked in England. 

The format of the four-page 
folder inside the envelope is sim- 
ilar to official invitation forms. 

Recipients are offered a special 
introductory rate—$7.87 for a 78- 
week subscription. 

They are told that the Life coro- 
nation coverage will give “a pan- 
oramic view that will surpass that 
of the Queen herself.” ’ 

They are asked to “R.S.V.P.” 
through an enclosed postcard ac- 
cepting the “invitation to view the 
Coronation of Her Majesty, Queen 
Elizabeth II, and all the other 
great events of the next 78 weeks.” 


Predicator Stops Ads for | 
Birth Control Calendars | 


Predicator Corp., Norwalk, | 
Conn., will discontinue its adver- | 
tising of Predicator, a calendar- | 
slide device, as providing an un-| 
failing system of birth spacing, ac- | 
cording to an announcement by 
the Federal Trade Commission. 
The FTC said that the Norwalk 
firm has agreed to stop claiming 
that the device can enable a wo- 
man to ascertain her fertile and 
sterile days accurately. The com- 
pany also agreed to cease adver- 
tising which included fragments 
or portions of reports of tests or | 
studies which do not correctly rep- | 
resent the results reported. 


Sinclair Returns to WJAR-TV 


Dody Sinclair, production man- 
ager for WJAR-TV, Providence, 
has rejoined the station after serv- 
ing in the Navy. In his new post, 
Mr. Sinclair will head a new de- 
partment in station merchandising 
and public relations. 


| 
| 
| 
| 
| 
| 


Guenther, Brown Gets Account 


Guenther, Brown & Berne, Cin- 
cinnati, has been named to direct 
advertising and promotion for 
Parkmoor Drive-In Restaurants, 


Dayton. Parkmoor operates a chain 
of drive-ins in the Dayton area. 
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= Exclusive techniques 


retain the natural charm 


and realism of this 
difficult medium. 
Practically limitless 
alterations of subject 
matter are possible 
without touching 
the transparency. 


C. Dd, 
CMYTVAOUOV Ss 0 F 1. 
Beautiful Color Work e Outstanding Black & White 


600 W. 
Telephone STate 2-5367 


Van Buren Street, Chicago 7 


Eastern Industrial 
Admen Take Steps 
to Train Students 


PHILADELPHIA, Feb. 11—Con- 
cerned by the limited number of 
qualified people entering the field 
of industrial advertising, the East- 
ern Industrial Advertisers has 
launched a new program for stu- 
dent counseling. 

The program is a_ long-range 
project to acquaint both students 
and college faculty members with 
careers in industrial advertising. 

Student guests will attend each 
of EIA’s monthly meetings. Each 
will receive a guest package con- 
taining basic information on indus- 
trial advertising. Each student also 
will attend early afternoon EIA 
clinics which precede their dinner 
meetings. 

“Instead of wishfully waiting for 
bright young prospects to come to 
us,” said Richard C. Sickler, presi- 
dent, “the EIA through its counsel- 


ing program hopes to take an ac- 
tive role in acquainting students) 
with the work and opportunities in| 
the field of industrial advertising.” | 
| The EIA employment committee | 
ie will work with students. 
| | 
To Lang, Fisher & Stashower 

Lang, Fisher & Stashower, | 
Cleveland, has been appointed to 
handle the advertising for a line 
of cast iron-porcelain enamel cook- 
ing utensils being marketed by 
Consolidated Iron-Steel Mtg. Co., | 
Cleveland. The schedule includes. 
newspapers and trade and national | 
shelter publications. Conso Cast | 
Ware Co., Consolidated’s new sub- 
'sidiary, will produce and market 
the utensils. 


Royal Lace Names Lefton 

Royal Lace Paper Works Inc., | 
Brooklyn, has appointed Al Paul 
Lefton Co. to handle its advertis- 
ing. A new campaign is being pre- 
_pared for both Royledge shelf pa- | 
|per and edging and Roylies lace 


| 
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Miss Barry Joins Ramsdell 
Myra Jane Barry, formerly with 
Woman’s Day, has joined the staff 
of Lee Ramsdell & Co., Philadel- 
phia agency, as administrative as- 
sistant to Gerald F. Selinger, v.p. 


Waivada Joins Wittner 


Ernest Waivada, formerly staff 
art director with Look, has joined 
Fred Wittner Advertising, New 
York. 


1 ’ 500,000 guarantee 


beginning with Sept. ‘53 —ne increase in base rote! 


paper doilies. Previously Kiese- | 
| wetter Associates, New York, had | 
‘the account. 


Let Capper’s Weekly produce volume sales at LOW COST for 


you throughout 
area of lowa, 


the prosperous Farm and Rural Town market 
Nebraska, Missouri, Kansas, Oklahoma and 


Colorado. Capper’s Weekly is the long established family reading 
favorite in this rich region. For exceptionally low rates, you can 
place your message before the more than 420,000 subscriber families 
of Capper’s Weekly. 

The latest survey just concluded, entitled ‘‘Mail Order Buying 
Habits of Capper’s Weekly Subscribers’ shows that 96°, BUY- 
BY-MAIL. Write us for your free copy of this complete report 


which will help 


you in appraising the outstanding value of this 


important market. 
If your product sells by mail... you need Capper’s Weekly 
... famous for LOW COST sales! 


Capper's Week 


912 Kansas Avenue 


Topeka,Kansas PUBLICAT 


PUBLICATIONS INC. 


ee er oa a eee fae 
pee Nae ee Oe a a ee ee or a 
3 } PO = rae 
‘eeeaaes ON ea eee 
: me ees ris St errs 
fey aEa% > ee A Pe 
| FE Baea ~My ap 
| toes eet SS ; 
| ara beet “ol oO fs 
| Rae At oo ge iS: ie | eee 
Aas d had = ‘ Hy if Eve 8 zy ; | - 
7 | - ~-s ‘oa bs AE aC ee a 
| i ee 7 7 ' . 3 s* . > ie A” : s | 
o4.> fe 5 a : Ls - Es ; * . y ‘ | 
, " se —— we “nt P | : F . 
Ss *. | T magazine with 7 
! | ee Whe only mee lation among . 
y Laas | 100% of its circu” ae 
_ ee se buying «RUMI : 
| = ini la 
ee ica 
Lapi if al & THIS SEAL UPS SALES! og 
| a a Be aie 
. a eee ee 
‘S i age: ‘ 
a Ra RE Re | If your — = 
a oe 4 
- | id n Sik = are | 
i- pe Seid pt * es Sear 
——_—_—[—z ~—SELLS BY © ses hia 
: ae i ae *< Cees 
: Poe eS, ates Hs 
- &§ isi =e DEVE \--\ Coal) 
ans A \—\— — Seg on 
~ és | \\ ema | 
ny vl ae ; 
eer = dol < 5 i A¢ 1 iy f : : . > Sis 
am ie amous for a 
| i ity 7 ee 
a low cost 
el ‘ 3 ey. 
3 6% SALES! 
- | 4 3 . if een 
8 | 4 S geKLY 3c - ee Suet 
a =p = ie aoe 
prER? | aERS ae on 
: GAPPE RIBER? an a ee EAD 9 re 
of Boe al is -° SSP a 
a i 
id yy’ eae: 
yp B ae 
d 
it — pages 
e. Se rrrcrrctrtt—“té‘( ‘™COCW BB | . 
mn * a ina iy 
‘ a a4 ; 
: — & ee ’ 
le 2 \ Tee 
aw Jj WW ‘ 4 ; 
4. —a\ > 
~ 7) 
cam SS — 
t, =n 2h 
d sf 
it - 7 
of f 
(= fo 
5- seta 
ie 
ais 
Yo ae ‘ oy : 
n ; et 
t- 
to . 
| 


PHOTO 
REVIEW 


WITH INDIAN ADMEN—Arthur Hays Sulzberger, publisher of the New York Times, 

met with members of the Indian Society of Advertisers on a recent trip to Bombay. 

Here he is flanked by P. G. Rose (left), publicity director of Burmah-Shell, chair- 
man of the society, and Pothen Philip, executive secretary. 


LESSON FOR SAM—New staff member at KXOK, St. Louis, is a porakeet named 

Sam, who is expected to fill in for absent announcers as soon as he learns to 

soy “KXOK.” Supervising his lessons are Ed Bonner, disc jockey; Bruce Harrington, 
assistant general manager, and France Laux, KXOK sports editor. 


WATERY BREAKFAST—Visitors at the Florida State Fair in Tampa sow this break- 

fast party featuring a complete Crosley kitchen and Newt Perry's ‘“Aquamaids,”” who 

eat breakfast and operate Crosley appliances for 15 minutes under water. The 

Crosley division of Avco Mfg. Corp., Cincinnati, set up the exhibit in cooperation 
with Tampa Electric Co. and Greybar Electric Co. for the state celebration. 


PUBLISHER LOOKS AT FUTURE—Paul Montgomery, senior v.p., 
publications, of McGraw-Hill Publishing Co., addressing a recent 
luncheon at a Woman’s Day sales meeting. At his left is Donald 


P. Hanson, publisher of Woman's Day; at his right, Jerry Ryan, 
v.p. of A&P magazine. Facing camera are Elmo Roper, Elmo 
Roper Organization, and Carl Braun, W. F. Hall Printing Co. 


DEMONSTRATION—Max Steinbrook, partner of Broil-Quik Co., shows off his ham- 
burger making technique by playing host to Perry Frank, left, of WABD, New York, 


and Irwin Zlowe, president of Zlowe Co. The occasion was the start of Broil-Quik’s 
sponsorship of ““Mono-Drama Theater’ over WABD. 


TRANSIENT EAGLE—The widest (40’) cutout ever produced by Pacific Outdoor Ad- 


vertising Co. is this eagle which dominates outd boards for Richfield Oil Corp., 

Los Angeles. The 300-pound bird will be ‘moved around to Richfield outdoor loca- 

tions in Los Angeles. Standing in front are (from left) Kal Jorgensen, Hixson & Jor- 

gensen, the Richfield agency; Fred M. Jordan, ad manager for the company, and 
leon H. Thamer, agency account executive. 
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UNDERSTAND?—Frederic R. Gambie, president of the American 
Assn. of Advertising Agencies, shows members of the Advertising 
Federation of America committee planning its fifth campaign 
“for a better understanding of advertising’ some of the ma- 
terials used in previous drives. Seated (left to right) are Anthony 
LaSala, v.p., Geyer Advertising, and Ralph Smith, v.p., Sullivan, 
Stauffer, Colwell & Bayles, and committee chairman. Standing 


SPECIAL FOR THE CHINESE—Maxon Inc. arranged for the un- 
usual imprint you see here on a new outdoor poster used in the 


are Roy Meredith, radio-TV director, MacManus, John & Adams; 
Harold Burnes, managing director, Bureau of Advertising; Mark 
Seelen, v.p. and art director, Outdoor Advertising Inc.; Harry H. 
S. Phillips Jr., advertising director, Time Inc.; Everett R. Smith, 
director of research, Macfadden Publications, and George 8B. 
MacGlennon, executive director, National Assn. of Transporta- 
tion Advertising. 


MARVEL TELEVISION 


im eM FF 


YU 2-4117 


Chinese section of San Francisco. General Electric’s electronics 
department is the advertiser. 
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Advertisers used 
record space in 
U. S. newspapers 


in 1952 


... and 


175 


INDEX 1947 EQUALS 100 


145 


130 


115 


WSPAPERS WON a 


Source: Media Records Reports on all newspaper 
advertising in 52 cities. 1947 volume equals 100. 


an all-time record volume 
in a single newspaper 


49,457,702 


LINES 


in The Milwaukee Journal 


'49 ‘50 "5 | 


For the third successive year The Milwaukee 
Journal published more advertising than 
has ever appeared in any other newspaper 
or any publication of any kind in any one 
year. The Journal’s total of 49,457,702 

lines in 1952 was a gain of 3,668,762 lines, 

or 8% over 1951 figures, compared to the 
“52 Cities” gain of less than one per cent. As 
shown in the above chart, the total linage 
gain of the U. S. newspaper industry in 

1952 over 1947 was 25%. In the same period 
The Milwaukee Journal gain was 70%. 

... Investigate the outstanding newspaper 


buy of 1953— 


THE MILWAUKEE JOURNAL 
Read in 92% of all City Zone Homes 
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Information for Advertisers 


No. 4576. New Study of Meat Pack- 
ing Industry. 

“Meet Meat, the Magazine with 
Leadership” is a new NIAA-type 
market and media data file of- 
fered by Meat. It contains an ex- 
haustive list of products purchased 
by the industry, a study of the buy- 
ing factors, an analysis of the var- 
ious types of establishments en- 
gaged in meat packing, sausage 
manufacture, wholesaling, branch 
operations, and rendering. Data on 
readership, circulation, editorial 
policy and advertising results 
round out the picture. 


No. 4577. Latest Electric Sign Ideas. 


“Landmarks in Lights” is a new 
book offered by Federal Enter- 
prises Inc., illustrating and de- 
scribing latest developments in 
large illuminated signs, including 
the use of extra attention devices 
such as teletype-flashed messages, 
thermometers, clocks, chimes, and 
weatherballs. The services of the 
company’s artists, engineers, and 
maintenance crews are described. 


No. 4580. Syrup Sales in Rural 
Wisconsin. 

What do they prefer down on 
the farm? Karo, Log Cabin, Brer 
Rabbit, or what? The answers ap- 
pear in “Syrup Survey,” offered 
by Wisconsin Agriculturist & Far- 
mer. Of additional interest are the 
many uses to which syrups are put 
in cooking. 


No. 4581. Farmers’ 
Burlap Bags. 
Should supplies such as feed, 
fertilizer, seed, etc., be sold in bur- 
lap bags, or not? Wallaces’ Farmer 
& Iowa Homestead comes up with 


Opinions of 


| 
an interesting variety of opinion in | 
its new 
Feeling on the subject is about ev- | 
enly divided, and it runs high. 


No. 4586. How to Produce High- 
Readership Ads. 


From Chemical Engineering 
comes a new study: “Readership 
Cook Book ...or, How to Prepare 
Advertisements that Chemical En- 
gineers Will Read.” Based on an 
Advertising Research Foundation 
study of 117 rated ads, the “Cook 
Book” shows and discusses 26 of 
those rating at and near the top— 
from the standpoint of headline, 
length of copy, pictorial treatment, 
second color, and size. Good mater- 
ial for everybody concerned with 
copy, plus a good ammunition for 
either side of the !ong-vs.-short 
copy battle; seems the top-rated 
ad contains 200 words, while the 
runner-up contains 3,000. 


No. 4583. Handy Manual for Time- 
Buyers. 

The Station Representatives 
Assn. offers a new edition of its 
handy “Spot Radio Estimator,” 
prepared for the benefit of time 
buyers. The book is a short-cut to 
making quick but intelligent esti- 
mates of spot radio advertising 
costs. It enables the media depart- 
ment to tell with reasonable ac- 
curacy, and within a few seconds, 
how much a proposed campaign 
will cost, or how much a tentative 
' budget will buy, for the entire U.S. 
|by population groups, for regional 
'groups by population, or for met- 
‘ropolitan markets. Costs are 
quoted for station breaks, one- 
‘minute announcements, 15 min- 
utes, and 30 minutes. 


Note: Inquiries for the items listed above will not be serviced beyond March 30. 


SE COUPON TO OBTAIN INFORMATION 


—please print or type) 
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CITY Be BIE, ccccccreccccserscsessovctssnsesccvsrnvenes 


meme me ce cm ee ee ee ee 


Readers Service Dept., ApverTIstnc AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following (insert number of each item wanted 
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Need a Good Artist? 


A recent classified “help 
wanted” ad, in Advertising 
| Age, pulled its head off 
getting applications from 
seasoned art directors. If 
you need a good man at 


boards, the chances are 
you can find him quickly 
through a classified ad of 


your own, 


one of your drawing 
| 


Advertising Age, February 16, 1953 


THE ADVERTISING MARKET PLACE. 


Rates: $1.00 per line, minimum charge 


$4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and spaces -per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and* frequency, apply on display. 


HELP WANTED | 


EE RENN SN RN TT TT TCT 


HELP WANTED —* 


BARNARD 


| A service for employers and applicants | 


in the fields of advertising and publishing. | 
Office and Professional. 
CEntral 6-3178 176 W. Adams Street 


ADVERTISING ASSISTANT—Do you like 
books? Can you write sound direct-mail | 
copy that sells them to business and pro- 
fessional men? Or do you lack advertising 
experience, but can and like to write 
cleancut, straight-forward English? Es- 
tablished Chicago company (AAAI) of- 
fers college-trained man, 30 or there- 
abouts, good starting salary, finest associ- 
ates and working surroundings with every | 
opportunity to grow, succeed, and prosper. | 

Box 5562, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING MANAGER 
FOR QUALITY 
DEPARTMENT STORE | 
Must be experienced handling newspaper | 
copywriting and direct by mail promo- 
tions, having initiative and creative ideas. 
Position Southern city. State qualifica- 
tions, education, employment and per- 
—s history, age, salary and when avail- 
able. 
Box 5563, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


LAYOUT ARTIST 

By expanding Central Ohio agency. Con- 
sumer and industrial national accounts. 
Must be practical and experienced. Start- 
ing salary $8,000 to $10,000. Opportunity 
for advancement. Write giving qualifica- 
tions and experience. 

Box 5564, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


ASSOCIATE PUBLISHER 
For a very substantial and profitable 
monthly industrial business paper in mid- 
west. Primary job to manage advertising 
sales staff and build up revenues, but | 
general direction of other publishing de- | 
partments also involved. We want a man 
of proven experience with a really out- 
standing record. He must be capable of 
operating pretty well on his own and ac- 
cepting responsibility. Age preferably be- 
tween 35 and 45. This is a very exception- | 
al high income opportunity with a solid 
nationally known publishing house of 
highest standing. 
Box 5565, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


CREATIVE LAYOUT ARTIST 
Why don't you break away from your | 
big-city pressures—and join this pleasant | 
12-person agency operating successfully | 
for 30 years, and located in a progressive | 
midwestern town of 40,000 surrounded by 
lakes that offer every opportunity for 
swimming, sailing, fishing, and duck 
hunting. We have congenial accounts to 
work with and have billed as high as 1% 
million. You will do all the creative lay- 
out work, and have the title of Art Direc- | 
tor. Salary will be in line with your abili- 
ty. So, if you want to settle down and 
really start to live, here is a made-to- 
order opportunity. To save time, please 
give full information in your first letter. 

Box 5566, ADVERTISING AGE, 

2u0 E. Illinois St., Chicago 11, IL. 


| 
| 


| choice of this solid, growing, 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENT 
209 S. State St. Ha 7-2063 Chicago 


POINT-OF-SALE 


To experienced sales agent calling on} 


large firms we offer opportunity to earn 


good -commissions on exclusive, custom- | 


printed roll corrugated, sold nationally 


to advertisers on the alert for colorful, | 


effective and most economical display 
material. Write Fuller Displays, Inc., 5-39 
48th Avenue, Long Island City 1, N. Y. 

ARTIST, lettering, keyline, knowledge of 
typography. Permanent position on staff 


of large food manufacturer. Pleasant liv- | 


ing conditions in midwestern city of 100,- 
000. Please state qualifications, background 


| and salary expected in first letter. 


Box 5577, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


MOLENE 
Food sales prom. advtg. mgrs. . 
Copy, food, consumer gds 
Junior copy, coll. degr. Jlsm., advtg 
Industrial copy, asst. advtg. m@rs. .......... 


Perey 


Art Director. New York State ............ open 
Editor. West Coast. Young .............$5,000+ 
Reporter. Young. Alert .........cccccocessessesees open 


Always fine secretarial and other 
Advertising and publishing personnel) ........ 
ANdover 3-4424 105 W. Adams Chicago 


ENGINEERING WRITER to do feature- 
type articles for technical publications. 
Electronic or communications background 
(degree or experience) necessary. An ex- 
cellent opportunity with expanding com- 
mercial communications equipment man- 
ufacturer 20 miles south of San Francisco. 
Send complete resume to Public Relations 
new. Lenkurt Electric Co., San Carlos, 
al, 

Opening in agency copy-contact group. 
A well-rounded planning-writing-doing 
talent will produce very satisfying results 
in this 25-man agency, now in a strong 
growth period. Good account roster, good 
staff departments, excellent chance for 
personal accomplishment. Comfortable 
salary to start and deep interest in your 
progress. Agency moving soon to excep- 
tionally attractive new quarters in Apple- 
ton, Wisconsin, 3 hours from Chicago. Man 
under 45 with agency background first 
pleasant 
company. Write, stating simply and com- 
pletely your personal background, job 
history, exact duties and known abilities 
and giving realistic initial salary require- 
ment. Richard H. Brady Company, Inc., 
Stevens Point, Wisconsin. 


MANAGING EDITOR 

Monthly Chicago industrial magazine 
seeking services of man capable of assum- 
ing full responsibility for editorial produc- 
tion. . .direction, publication arrangement. 
Should have proven record of sound edi- 
torial judgment in selection of material 
to develop reader interest. Send complete 
details. All information will be treated 
with utmost confidence. Immediate open- 
ing. 


Box 5559, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


COPYWRITERS 


If ever you've wanted to work in Boston, this may be your opportunity. In the 
headquarters of a nationally known advertising concern, we could use one or 
more additional copywriters who have at least several years’ experience— 


ALL-AROUND COPYWRITER, versatile and experienced on a wide 


variety of non-technical accounts. 


INDUSTRIAL COPYWRITER with some semi-technical advertising 
writing under his belt, and perhaps an engineering background. 


Here you'll be turning out sales letters, 


folders, booklets and catalogs designed 


to get results for a long list of blue-chip clients. If you have visual as well as 
verbal imagination, and can make good-looking pencil roughs to guide our artists, 


that will count heavily in your favor. 


We offer you good working conditions, 
with a group of congenial people .. . 


an office of your own... 


in a friendly and informal atmosphere 
and excellent 


opportunities for advancement in a growing concern. 


So if you’re ready to make a change . 


. or just thinking about it... we'd 


like to hear from you. Write us a letter selling yourself, telling us what you've 
done and where, including vital statistics and the starting salary you'll expect. 
Your reply will be held in strict confidence, and our own people know we're 


running this ad. Box 399, Advertising Age, 801 Second Ave., New York 17, N. Y. 


HELP WANTED 


ADVERTISING AND PROM. DIRECTOR 
Foremost food processor requires man 
with creative ability to run one-man de- 
partment. Will become part of executive 
group ,and wili exchange promotion ideas 
with sales executives. Has sole responsi- 
bility for integrating programs and plan- 
| ning and distributing advertising materi- 
| als. Should have experience—and be com- 
| petent—in lay-out and copy. Production 
background helpful but not essential. Ex- 
cellent starting salary and unusual op- 
portunity for growth. Give full back- 
ground including experience and salary 
| required. 

Box 5545, ADVERTISING AGE, 
| 200 E. Illinois St., Chicago 11, Ill. 
| FRED J. MASTERSON 
| ADVERTISING - PUBLISHING 
| PERSONNEL 
| All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


| S§PACE SALESMAN’S OPPORTUNITY 
Chicago trade publisher has attractive 
| opening for young space salesman, be- 
| tween 25 and 35, to work in Eastern Terri- 
| tory out of New York office on two well- 
| established publications. The better the 
man, the better the opportunity. Our or- 
ganization knows of this advertisement. 
| Write, giving history. 

Box 5560, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


PRINTING PRODUCTION 
AND ESTIMATING 

Man experienced in Letterpress and Off- 
set printing. Must have general knowledge 
of Graphic Arts - excellent future for the 
right individual - Salary $8,000 - $10,000 
per year. State age, qualifications and ex- 
perience in first letter. All replies kept 
strictly confidential. Our staff knows of 
this ad. 

Box 5561, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


MANAGING EDITOR AS PARTNER 
Established professional journal wants 
partner as active managing editor for pro- 
duction, advertising, layout, etc. Up to 
45% interest. Pay $5000 down, balance 
terms. Explain net worth, experience, 
hobbies, in first letter. Photo. 

Box 5578, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 


COPY THAT SELLS—Versatile copywrit- 
er in leading org. des. pos. in Chicago 
agency. 3 successful yrs. copy, layout & 
prod. 30, mar., coll. grad. work. Excep- 
tional background. Min. $100. 


Box 5551, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


INDUSTRIAL EDITOR 
WHO CAN MAKE PAGES TALK 
Experienced editor, copywriters, layout 
and production man, and photographer— 
age 26—seeks challenging institutional or 


industrial position—offers imagination, 
talent, judgment, and prodigious ability 
to produce. 


Box 5569, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING MANAGER desires change. 
Over four years’ experience with largest 
advertiser grocery products and as Adver- 
tising Manager of leading national manu- 
facturer of specialty items have produced 
an adv.-mdsg. mgr. capable of administer- 
ing, creating hard selling adv.-mdsg. cam- 
paigns for mass volume products; ex- 
perienced in all media; interested in the 
challenge of your products. Write 

Box 5570, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


Media Acct. Young woman control for- 
warding, contracting, estimating. Assist 
buying Space, Time, Outdoor. 10 yrs. agcy. 
exp. Box 5571, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 


ADVERTISING MANAGER OR 
ASSISTANT TO SALES MANAGER 
Young woman with wide experience in 
sales analysis, promotion, product testing, 
consumer panels. Knows all phases of 
adv.: Production, Media, Copy, Research, 
Budgets and Agcy. Prefer Mid-west. About 
. Box 5572, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, IL. 


ELECTRICAL ENGINEER-EDITOR 
Strong in graphic arts seeking relocation 
in advertising, pub. rel., or sales prom. 
Now managing Pub. dept. producing tech. 
manuals, sales literature and house organs. 


Box 5573, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING ASSISTANT 


College grad., 29, seeks position with 
manufacturer of consumer product or 
copy-contact agency spot. 3 yrs. Asst. Ad. 
& Sales Prom. Mgr. with national major 
appliance manufacturer. 1 yr. with agency. 
Keen merchandising sense. Good writer; 
knows art and production. Top references. 


Box 5574, ADVERTISING AGE, 
200 E. Llinois St., Chicago 11, Il. 


ASSISTANT ACCOUNT EXECUTIVE 
Single girl with 7% years agency experi- 
ence as Asst. Account Exec. and Asst. 
Production Mgr. with one of nation’s 
largest agencies. Thoroughly experienced 
at handling detail and client contacts on 
large consumer account. Also trained in 
supervising production and traffic for sev- 
eral clients. Seeking permanent connection 
with a future. Immediately available. 

Box 5575, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


EXEC. SEC’Y - F.C. BKPR. Competent, 
extensive experience in Adv., Mfg., Re- 
tailing, Eng. & Contr. Fin. Stmts. & Taxes. 
Box 5576, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


NCE 
IN A LIFETIME 

A new product is perfected that is used 
by over forty million people, that will out 
sell any known product of its kind on the 
market, because it is the most sanitary 
method of application known. It has a re- 
peat sale at least four times a year. Who 
is the firm, or advertising agency who 
have a client to make this new product a 
multi-million dollar business? The sales 
possibilities are too large for us to handle. 
It can be secured on a reasonable royalty 
basis. Reply to Box 399, Green Bay, Wis. 


Publishing opportunity: Established trade 
magazine in department store field offers 
substantial interest to individual who can 
produce advertising. Write to 
Box 5568, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 
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Advertising Age, February 16, 1953 


MISCELLANEOUS 


Publication Wanted: Publishing firm in- 
terested in purchasing trade or consumer 
Magazine. Please submit samples copies, 
current earnings, potential and asking 
price. 
Box 5567, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


NEW WAY TO PEP UP 
SALES MEETINGS 
Drive home sales points in a way they'll 
remember! Consult the man who applies 
MAGIC to sales promotion. A few dates 
open for sales meetings, conventions, trade 


shows etc. Write or wire for particulars. | 
Bob Sharpe, professional magician, 2208 


N. Clark, Chicago 14, Ill. 


SALES PROMOTION ASSISTANT 


(25 to 35 years old) 

If you are a creative writer with several 
years sales promotion experience and are 
now ready to manage people—tell us about 
yourself. 
We'd like (but not demand) some expe- 
rience in: 

e Direct Mail 

e Sales Correspondence 

e Sales Proposal Preparation 
National company in Chicago with AAl 
rating offers the right opportunity for 
advancement to the right man. Starting 
salary $5,000 to $6,000. All replies confi- 
dential. Our employees know of this ad. 

Box 406, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Iii. 


New York City. 


City next month. 


PHOTOENGRAVING 
SALES REPRESENTATIVE 
FOR STATE OF NEW YORK 


Well established engraving plant located in the Mid- 
West specializing in color work is looking for a sales 
representative in New York State—locating himself in 


Our plant is large, and handles color in quantity as 
well as quality. Now doing work on national accounts 
with outstanding agencies from coast to coast. 


Will make good proposition to right man. All replies 
held in strictest confidence. 


Company official will make interviews in New York 


Box 402, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


years association pharmaceutical 


Box 405, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


EXECUTIVE ASSISTANT 
TO TOP MANAGEMENT 
Exceptionally well qualified in 
ADVERTISING AND 
SALES PROMOTION 


Middle thirties. Advertising agency experience. Eleven 


manufacturer in 


executive capacity. Well acquainted all operations 
pharmaceutical business particularly advertising and 
promotion phases. Supervise advertising, new product 
coordination, introduction to market and sales pro- 
gram. Also general administrative responsibilities. Or- 
ganization conscious. Presently employed. 


laugh at a party given by Transportation 


of William 


WHAT'S THE JOKE?—Three agency outdoor-car card buyers who enjoyed a hearty 


Displays in New York were (left to right) 


| Earl Hyde of Biow Co.; William MacDonald of Kudner Agency, and Richard Grahl 


Esty Co. 


$ By #5 2 


Interstate Baseball 
League Ends; Video 
Competition Blamed 


ALLENTOWN, Pa., Feb. 10—The 
Class B Interstate League has dis- 
banded because it can no longer 
compete with television. 

Gerald Nugent, president of the 
14-year-old baseball league, said 
he doubted it will ever operate 
again. League teams are in Dela- 
ware, Maryland and Pennsylvania. 

The immediate reason was the 
refusal of one of the owners of the 
Allentown franchise to shoulder 
that team’s responsibilities during 
the coming year without a major 
league affiliation. 

The major. cause, Mr. Nugent 
said, was “the fact that the area 
the league encompasses is too close 
to the major league cities and their 


| Gense to Don Harrington 


Gense Import Ltd., New York, 
and Gense of the West Ltd., San 
'Francisco, have appointed Don 
| Harrington Associates, New York, 
|to handle advertising for Gense 
stainless steel flatware and hollo- 
ware, manufactured in Sweden. 
National magazines and trade pub- 
| lications will be used. 


| Swift Homes Plans Campaign 


| Swift Homes Inc., Elizabeth, Pa., 
manufacturer of factory-built 
homes, has announced a spring and 
early-summer campaign to include 
two-color half pages and b&w 
pages in national consumer maga- 
zines. Rothman & Gibbons, Pitts- 
burgh, is the agency. 


ADVERTISING DISPLAY SALESMEN 
Plastic and Thermoplastic Displays 


One of nation’s leading manufacturers of 
fine point of purchase displays has openings 


for a few top notch representatives in some 
very desirable territories. 


Salesmen must be creative, experienced and 


basis. 

KIRBY-COGESHALL-STEINAU CO. 
606 E. Clybourn Street 
Milwaukee 2, Wisconsin 


Confidential service for 
employer and applicant 


DRAKE PERSONNEL 


Suite 1009 


7 W. Madison + Financial 6-2100 - Chicago 2, III. 


IDEAS COPY PLANS 


Display Art Director 


National advertising agency in the East 
needs top notch designer of all kinds 
of int of sale displays and exhibits as 
well as large convention presentations 
and displays. 

This man must have a flare for getting 
people to cooperate with him .. . able 
to present his designs and plans to the 
client and to explain the reasons behind 
them. 


This man_ probably has an_ excellent 
position right now . . will make a 
more than adequate salary, plus a very 
liberal profit sharing and retirement plan. 
This man should have a college educa- 
tion, although this is not essential 


This man should be able to create head- 
line copy themes . . @ COpy writing 
background will be helpful bur nor 
essential. 


This man will enjoy a permanent posi- 
tion with a brilliant future. Our organi- 
zation knows of this ad. Enclose non- 
returnable snapshot. Do not send samples 
—we'll get into thar later if your letter 
is interesting 


Box 404, ADVERTISING AGE 
801 W. Second Ave., New York 17,N. Y. 


ADVERTISING 
SALES 
REPRESENTATIVE 
in So. California 


Unusually qualified and experi- 
enced in representing major 
trade publishing company. Ex- 
cellent record. Fi years in 
Southern California. Large fol- 
lowing in Pacific Coast States. 
Desire leading publication in 
any phase of industry or busi- 
ness. Office established. Avail- 
able immediately. 


Box 390, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, I. 


FREE LANCE BASIS 


After 25 years as top-rung creative man 
in several big agencies, am now set up 
to serve one more agency or advertiser. 
Continuing or cost-per-job basis. All 
media. Proof of results. Fast service. 
Confidential. 


Box 401, ADVERTISING AGE 
80! Second Ave., New York |7, N.Y. 


Rare Opportunity For 
COPY-CONTACT MAN 


Growing agency, one year old, located 
90 miles from Chicago, offers chance of 


a lifetime plus part interest in agency to 
the right man. Basic qualifications include 
copy writing skill, ability to develop com- 
plete programs, contact and sell clients 
Appliance and industrial experience pre- 
ferred but not essential. Give full details 
covering age, experience and salary re- 


quired. Our staff knows about this ad. 


Box 403, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, I] 


This is for exclusive territorial arrangement. 


should have a following. Liberal commission 


ADVERTISING SALES REPRESENTATIVE 


We want an advertising traveling sales rep- 
resentative to sell Taxiposter Advertising in 
Southern and Mid Western cities. Good 
salary, commission and drawing account. 
Write Taxiposter Advertising, Wm. E. 
Whaley Co., 901 Washington Building, 
Louisville 2, Kentucky. 


ACCOUNT EXECUTIVE 
FOR AGENCY PARTNERSHIP 


@ Unusual opportunity for experienced 

agency account executive to realize the 

maximum on his ability and efforts in 

profitable shop of his own. The ATLAS 

. ADVERTISING AGENCY was established 

in 1935, is the only fully recognized agency 

in Sioux City—population 85,000, second 
largest city in Iowa 

Present accounts main|y agricultural 

equipment field, with several very good 


| potential consumer accounts 


| This opportunity open only for experi- 
enced agency account man with effective 
ideas, detailed production knowledge, and 
| some media background. For full details 
contact MR. MILTON BOLSTEIN. Direc- 
tor, ATLAS ADVERTISING AGENCY, 
306 Benson Building, Sioux City, Iowa 
Telephone 5-5628 or 8-0684 


Art Studio Incorporates 

S. Frederick Anderson Studios, 
Chicago, advertising art service, 
has been incorporated. 


television programs. Television has 
helped to kill this league as it 
helped kill the New England 
League and others.” 


* 


* 


UPPLEMENTARY 


SALES 


FORCE 


NOW 
AVAILABLE 


Nationwid 


e or Local 


@ Avoid trouble and expense. Use the facilities of 


A D of A to call on d 
(working directly with 
pick up merchandise 


ealers, sell your product, 
and for you)...or we can 
from your jobbers and 


make cash off-car sales to dealers. Call or write us. 


For actual case histories and complete details 


regarding this sales-making service please wire, 


write or telephone (sta 


te whether you wish infor- 


mation by mail or in conference with one of our 


executives — your office 


orours). 


Advertising Distributors of America, Inc. 


NEW YORK 17 
100 Madison Ave. MUrray Hill 8 
CHICAGO 5 


624 8. Michigan Ave. HArrison 7 
DETROIT 26 
834 Bagley Ave. WOodward 2 


PHILADELPHIA 47 
N. E. Cor. Broad & Washington Ave. 


PITTSBURGH 22 

243 First Ave. GRant 1 
SAN FRANCISCO 3 

809 Mission St. GArfield 1 
LOS ANGELES 15 


1227 S. Olive St. PRospect 
CANADA: TORONTO, ONT, 
1158-64 Dundas St., W. Lakeside 


HOward 8-9610 


6500 


0678 


“it 


-1100 
-1066 

Serving some of the leading 
we Food and Drug manufacturers 
2017 ~=—throughout the U, S. & Canada 
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7 American Broadcasting 


And United 


AMERICAN BROADCASTING COMPANY 
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Company 


Paramount | heatres 


The BIG Radio-TV news story...and what it means to you 


The most important news in the television and radio 
industry in years has been announced. The long-planned 
union of ABC and United Paramount Theatres has been 
approved by the Federal Communications Commission, 
and the two organizations are now one company. 


The event is of far more significance than any statistics 
of the corporate merger. The new company will be 
impressively stronger and more flexible, and possess a 
greater potential for growth. 


The combination is a “natural” if ever there was one. 
United Paramount’s great history of showmanship and 
superb experience discovering and developing new talent 


A DIVISION OF AMERICAN BROADCASTING— PARAMOUNT 


will now be available to the American Broadcasting 
Company. 


But the really great thing about the news is the 
tremendous promise the merger holds for the radio 
and television audience. 


New programs will be developed. New stars will be 
attracted. New techniques will be introduced. New fa- 
cilities will be developed. Not tomorrow, of course. Not 
next week, or next month. But ABC intends to be a 
leader in radio and television, and it intends to grow 
like an oak, not a mushroom. 

The future began yesterday. So keep your eyes and 
ears on the new ABC, 


THEATRES, INC, 


‘ oe Rie ae ge Rap ae gee? Ge RRR ie eet wa ee Ute ty sieu ri be se ee ei & ot Cot Sater ve Pak oa. Rene hs “ : it ree “Det yah ee toy Sed ak Yamane eS) a i eee aa. £ ina ” a Le 4 Sek EE ee Wi 
oe Stora sere, PO ope Sr Sn SU, ee, aa ee PE RE SECS aes Nie Pe ae iad ares ape! 2 Ana Be Aer Se es : e A eee cee 2 sh Be roy Peta hee VT Mas en rea hae aa ences Bec sore Lh vase petit Su. 
bs : Sth eed Fae 5 mes yew ie an eo ai Boe ee eee past ‘ oe 5 < are. Re eG ale ney ee : : Af Lae oe Beegy see ty 
Sa a 9 ge ER 2) SB ee cee Tie se wet oO Satie MRR A a, a oo i ie ‘ 5 5 2 . ¢ vee ¥ 2 
pe IR RR we ae ee eg cree tee _ bac amas ale : * ae 5 : : Fs en) 
a eae pia fi Bia tie ere ee yy se ate Sk \ ae ae ee ns ae Be a 4 : a. ee ‘ ‘ cals: 4 ee ae rian ; Se : aes , : ae Pe Pie 
ns apeaiie . te bd - : ei ee 
am . a aaa once, a - . et i ag Mand 
- eR a ce ta 
ree 
uae 
dts 
Mes ase 
se eee 
. Ste Se 
Pott eas 
1 rece hy ie 
eo So pais 
t ° Bas am 
} ES 
be 
| 
{ 
t = 
4 fue 
z ” 
Qs ees 
¥ ae i=. 
be ey 
4 ~— 
cy 
D; : 
q is 
if ‘ 
f 
! ’ 
{ 
a 
i 7 
Oh ae 
a) tani 
oe 
) : +a 
4 a ae te 
: Oe 
)- ei a > ae 
‘ sae ae 
, Pein see 
Rae re 
ieee 
- [eee 
pre eae 
ne oe 
_ 
— ae CaS 
] | eee 
ee 
eer 
«iat 
=t8 i 
i - 
rapa 5 
" 
| patios 
Tae ga ne 
: ee a 
‘ aaa 
‘ Pea 
pete tS 
| Se pee 
pi Bae a 
ry ee 
/ ot eee 
Be pie: 
{ sige en eeae 
; Ces 
sen er 
Weir 
ee a oe 
cuba ea 
a fice ae 
Py 
Fi a 
j et ay 
eee 
4 Dignuny 
by 
, eo ae 
Deg ee 
= eS ie Se 
2 eae 
Waa 
ei ees 
ii Want 
f ay Petia 
Vd one o 
Pf J Py as 
ty vs Tey ; 
* le! ei Sy eee 
s yy ye Might a. 7 a / ‘ 
par aa 5 poll ae bat 
SP de ee Bi ty 
} ia” f Sai a ; \ { 
‘ . t 
, : ah, a. ¥ 
1 in. ee Sa 4 : Bee er ae A F 
Viiv. 1 i prema Ose th TES 
oF i ee , eee 
= te . eee ee 4 ‘. 
i bs Ce ea 
: 7% ein, . eae / 
¥ ip aes By 
- — ; F 7 
” = i 
, ce regi ee 
4 Ee ae - 5 PONE AS ‘A 
. er ies = . 
MR 2 i ies aie Bagh rete 
* i. es ie 
A Oe ee a ye 
- ~~ * » 


—- ) 

. a 
E CO 
T 


0 target 


1,518,885 
Srowing families 


Set your sales sights on more 
than 11% million larger-than-aver- 
age families across the nation. 
Bombard these volume buyers 
with advertising in Our Sunday 
Visitor and The Register—two 
great national weeklies they be- 


lieve in... and respond to! 


Feel the full impact of this buy- 
ing power in these established 
media which have regular adver- 


tising pull others envy! 


Don’t be satisfied with claims. 
Prove it yourself! Try this money- 
making UNIT for your products 
now. Just write, wire or telephone 
for helpful facets and information 
to sell this steady, national family 


market. 


1,918,883 


WEEKLY CIRCULATION 


(June 30, 1952) 


NATIONAL 


REPRESENTATIVES 


(0. Bertolet a Co.ine 


90 wOeTtTH DEARBORN 


——CHICAGI— 


cenmteat e 


| video 


Tighter-Sticking 
‘Scotch’ Tape Gets 
Big Magazine Push 


Sr. Paut, Feb. 10—Stariing in 
March, Minnesota Mining & Mfg. 
Co. will introduce tighter-stick- 
ing “Scotch” tape with a three- 
month campaign in 31 national 
and regional magazines. 

The drive will include page 
two-color ads in American Fam- 
ily, Better Living, Everywoman’s, 
Family Circle, Family Life, Life, 
Look, Quick, Today’s Family, 
Western Family and Woman’s 
Day, and in The American Week- 
ly, Parade and This Week Maga- 
zine. 

The campaign, which will stress 
a “sticks at a feather touch” 
theme, also will appear in Better 
Homes & Gardens, Country Gen- 
tleman, Farm Journal, McCall’s 
and Sunset Magazine. Batten, Bar- 
ton, Durstine & Osborn, Minneap- 
olis, is the agency. 

Minnesota Mining says the new 
tape is the product of two years’ | 
research and sticks six times tight- | 
er than before. It is wound on a| 
plastic core so that every inch) 
can be used. 


the market, 
Says it 
until all 
plies. 


Minnesota Mining. 
withheld announcement 
retailers received sup- 


Video Sets Overseas | 


Now Total 2,400,000 


NEw York, Feb. 11—Television 
is expanding its coverage, with 
stations on the air in 21 foreign 
countries and _ regular service 
scheduled in seven more by the 
end of 1953, according to Elec- 
tronics. 

Sets in use abroad total 2,400,- 
000—or 50% over the 1951 figure, 
the McGraw-Hill publication! 
states. Cuba has two competitive 
networks and ranks fourth among 
countries in number of sets—100,- 
000. First is the U. S., followed by 
Great Britain with 1,655,446 and 
Canada with 150,000. 


® Electronics reports lively in- 
terest in TV in Latin America, 
which is considered a potentially 
strong market for U. S. manufac- 
turers. Japan plans a video net- 
work of 30 stations; 14 Japanese 
electronic makers are getting set 
for mass production of receivers. 

Mexico has five stations on the 
air and 40,000 sets installed. The 
magazine says manufacturers have 
succeeded in circumventing a 
heavy import duty on finished sets 
by shipping chassis to assembly 
plants below the border. 


1953 Television Directory 
Released by Ross Reports | 


Ross Reports on Television, New | 
York, has published its annual) 
television directory of source ma-| 
terial on the industry. The booklet | 
lists the video personnel and ac- | 
counts of 83 advertising agencies 
handling network TV shows. 

Also listed are TV stations and) 
'personnel; companies active in 
advertising; 300 TV _ film 
producers; station representatives; 
program packagers, and _ labor 
unions which are concerned with 
| television. 


|New Assignment for Ellis 


James P. Ellis has been named 
to head the newly created film 
production department of Kudner 
| Agency, New York, Mr. Ellis has 
| been with the agency for several 
years and helped handle the TV 
drive for the Republican Presi- 
| dential campaign. His assistant 
| will be Bruce Allen of the agen- 
cy’s radio-TV department. 
Biow Appoints Durant 

Lloyd Durant, formerly TV com- 
mercial manager at Compton Ad- 
vertising, has joined Biow Co., 
New York, as a TV creative super- 
| visor. 


THE GAMBLE-EERS’ 24TH—Front and center is E. Ross Gamble, 
v.p. in charge of media, Leo Burnett Co., and the key man of a 


group called the Gamble-eers that has met 


years. All members worked with Mr. Gamble when he was with 
Erwin, Wasey & Co. years ago. Those at the 1953 meeting were 
(back row, usual order) Tom Tattersfield, Leo Burnett Co.; Bill 


rn Poe ALSO 
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once a year for 24 


paper executive. 


a 


Wiemers, Farm Journal; Glenn Mills, Harvey & Howe; Joe Wahl- 
er, Quick; John Schuman, Norge Division, and John Nilson, 
CBS. Seated at left are Tom Bohan of This Week Magazine and 
George Anderson of National Distillers. Seated at right are 
Carl Eckhardt, Macfadden Publications, and Ed Nolden, news- 


Advertise More, and Don’t Rely So Much 


SAN Francisco, Feb. 10—‘You 
are not going to build your frozen | 
food sales by price appeals alone,” 
Bay Area frozen food distribu- 
tors were told last week. 

“You must advertise and must 


spend more money on advertis- 


ing,” declared Alvin Langfield, 
president of Ferguson-Langfield, 
Oakland, Cal., frozen food distrib- 
ution company. 

Addressing a panel on frozen 
food merchandising, Mr. Langfield | 
charged distributors are stunting. 
the growth of their own industry | 
by cutting ad budgets. 

“Advertising allotments are at! 
their lowest in five years,” he as- | 
serted. “How do you expect to 
build your frozen food sales that | 
way?” 


@ The industry is more price con- 
scious than housewives are, Mr. | 
Langfield said. Three hundred | 
housewives questioned in a three- 
week study, he told the group, put | 
convenience first, quality second | 
and price third. 

“Of course you can build sales 
if you drop your price low enough,” 
Mr. Langfield said, “but where is 
your profit, or rather, how much 
is your loss?” 

As an example of the limit to 
price appeal, Mr. Langfield cited a 
grocery store which recently) 
dropped the retail cost of a na-| 
tionally advertised brand to 5¢ a 
package. “If price were the only | 


consideration, the store would have | 


- 
Although the tape already is on ON Price Appeal, Frozen Food Men Told 


sold 1,000 cases,” he said, “but. 
the amount was not near that fig- 
ure.” 


s “Our industry,” he declared, “is 
going to stop growing and will 
reach a stalemate unless we leave 
enough in our budgets to tell peo- 
ple why they should buy your 
goods.” 

Mr. Langfield, and other mem- 
bers of the panel, also accused 
distributors of too much _ inter- 
necine squabbling. If distributors 
would cooperate with each other 
and with processors on institution- 
al advertising, there would be al- 
most no limit to growth, the pan- 
el held. 

Others in the panel were A. H. 


| Harrison, executive secretary of 


the Western Frozen Food Proces- | 
sors Assn.; Clyde LeBaron, a 
broker, and Ted Fourres, of A. 
Levy and J. Zentner Co., another 
distributing company. 


Seven New Sponsors Join 
Dave Garroway’s Team 


Seven new advertisers have 
signed to participate on “Today,” 
Dave Garroway’s wake up telecast 
over NBC. The network, which 
recently signed Mr. Garroway to 
a new contract, reports these spon- 
sor contracts represent well over 
$250,000 in billings. 

The new sponsors are Trailer 
Coach Manufacturers Assn. (J. 
Walter Thompson Co.), starting 
Apri! 1; John Morrell & Co. (N. W. 
Ayer & Son), as of March 5; Lib- 
erty Mutual Fire Insurance Co. 
(Batten, Barton, Durstine & Os- 
born); Polaroid Land Camera Co. 


(BBDO); Bymart (Ruthrauff & 
Ryan); Nash-Kelvinator Corp. 
(Geyer Advertising) and Food 


Specialties (Chambers & Wiswell). 


Minton Elected President 


Henry M. Minton, formerly ex- 
ecutive v.p., has been elected pres- 
ident of Church & Dwight Co., 
manufacturer of Arm & Hammer 
and Cow brand baking soda. Mr. 
Minton succeeds Charles T. Church, 
who becomes vice-chairman of the 
board. 


America's 


FOREMOST 


\ TOY TRADE 


Magazine 


Only ABC Toy Paper 
Oldest in Field 
leads in Lineage 
Write for New Market 
Data Folder 


||| McCREADY PUBLISHING 
71 W. 23rd N.Y. 10 


A Canadian Market Worth Developing 


LONDON and Southwestern Ontario 


A compact primary market of 530,574* buyers with an estimated 
buying income of almost $700,000,000** . . 


capita income of $385** above the Canadian average 
Balanced between Agriculture and Industry to make it 


- a 


Canada's Most Responsive Test Market 


Let us tell you about it 


The London Fieve Press 


Western Ontartiv's Poriemest Ieurspaper 


84,200 Daily *** 


* 1951 Canadian Census 
** Soles Management 

***Publisher's Statement March 31st, 1952 
— 


market with a per 


AA-5 


Write C. G. Fenn, Adv. Mgr. 
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United Paramount-ABC Merger Wins 
Final FCC Approval in Close Decision 


| Hennock and Webster, “no,” unless : 


Commission’s Majority 
Okays Move to Increase 
Network TV Competition 


WASHINGTON, Feb. 12—In the 
hope of stepping up competition 
in network TV, the Federal Com- 
munications Commission today 
gave its approval to the merger of 
ABC and United Paramount The- 
aters. 

Because it raises the stakes for 
big-time TV, the decision is prob- 
ably the most important in FCC 
history and is likely to have a far- 
reaching effect on the ultimate 
structure of the nation’s TV serv- 
ice. 

The decision for the merger was 


by a 5-2 vote, with Commissioner | 


Frieda Hennock warning that FCC 
“is setting in motion a series of 
events that must be productive of 
harmful future consequences.” 


= FCC’s majority agreed, howev- 
er, that ABC needed strong finan- 
cial support in order to compete 
effectively with NBC and CBS. 
The commission concluded that 
the introduction of theater money 
would not necessarily expose TV 
to the strong-arm business meth- 
ods which the Justice Department 
has been rooting out of the motion 
picture industry. 

While the decision strengthened 
ABC, the results were distasteful 
to DuMont, the nation’s fourth TV 
network. Another portion of the 
decision, concluding that DuMont 
is controlled by Paramount Pic- 
tures Corp., will prevent DuMont 
from obtaining more than one ad- 
ditional owned and operated sta- 
tion. 


= The merger and the DuMont 
control issues were part of a high- 
ly complex case involving the fu- 
ture of TV properties formerly 
owned by Paramount Pictures Inc., 
a motion picture production and 
exhibition firm which was dis- 
solved under a court decree hand- 
ed down in 1949. 

When the case was set for hear- 
ing in August, 1951, one of the 
major issues was whether the of- 
ficers of Paramount Pictures Corp. 
and United Paramount Theaters— 
the successors to the old Para- 
mount Pictures Inc.—should be 
permitted to hold radio and TV 
properties in view of their connec- 
tion with anti-trust violations. 

There were five issues of par- 
ticular importance in today’s de- 
cision, all decided by 4-3 and 5-2 
votes. Of the seven commissioners, 
only Commissioner Robert Bartley 
voted “yes” on all five. 


s In non-technical language, the 
issues were: 

...In view of past anti-trust of- 
fenses, should Paramount Pictures 
Inc. have a license renewal for 
KTLA, Los Angeles? Chairman 
Paul Walker, and Commissioners 
Rosel Hyde, George Sterling and 
Robert Bartley, “yes”; 
sioners Eugene Merrill and Frieda 
Hennock “no,” and Commissioner 


Edward Webster “no,” until hear- | 
ings are reopened and FCC gets | 
more information about the anti- | 


trust activities of these people. 
.. Since Paramount Pictures Inc. 

holds the non-voting Class B stock 

of DuMont, and has three of the 


Commis- | 


Paramount agrees to dispose of its 
DuMont stock; Commissioner Mer- 
rill, “no,” unless hearings are re- 
opened and “we find more conclu- 


sive evidence that Paramount’s of- | 


ficers are qualified to have li- 
censes.” 


s ...Shall we permit United Para- 
mount Theaters and ABC to 
merge? Chairman Walker and 
Commissioners Hyde, Sterling, 
Bartley, and Merrill, “yes”; Com- 
missioner Hennock “no”; Commis- 
sioner Webster, “withhold action 
until the record is clear as to 
whether United Paramount Thea- 
_ters has engaged in anti-trust vio- 
lations.” 

...With the consummation of 
the merger, AB-PT has two TV 
stations in Chicago and must dis- 
pose of TV station WBKB. While 
CBS has applied for permission to 
buy this station for $6,000,000, 
there is a conflicting application 
filed by Zenith, which is asking 
for a _ construction permit on 
WBKB’s channel. Commissioners 
Hyde, Sterling, Merrill and Bart- 
ley for approval of sale to CBS; 
Chairman Walker and Commis- 
sioners Webster and Hennock for 
a hearing to enable Zenith to com- 
pete for the channel. 


# For the most part, the majority 
decisions affirmed the recommen- 
dations of Hearing Examiner Leo 
Resnick, who spent nearly a year 
studying the case, and decided last 
fall that the merger, the Para- 
mount renewals and the WBKB 
transfer should be approved. 

The commission reversed Mr. 
Resnick on the DuMont control is- 
sue. While the commission agreed 
that Paramount has not attempted 
to dictate DuMont policies, its de- 
cision argued that Paramount’s 
holdings are sufficiently large to 
enable it to exercise a negative 
control over DuMont if it wishes. 

The DuMont issue had been a 
major factor last month in the fin- 
al arguments on the case. As a re- 
sult of the finding of Paramount 
control, Paramount and DuMont 
between them may have no more 
than five TV stations. 

Under the Resnick finding—that 
Paramount did not control Du- 
Mont—Paramount would have 
been free to acquire four addition- 
al TV stations besides KTLA, and 
DuMont would have been in a 
position to obtain two stations to 
supplement the properties it cur- 
rently operates in New York, 
Washington and Pittsburgh. 


# While the sale of WBKB and the 
merger of UPT and ABC were 
concluded within hours of the fi- 
nal decision, the WBKB issue 
seemed to be headed for the courts. 

Zenith, which claims it was de- 
prived of the opportunity to com- 
pete for Channel 2 in Chicago, 
notified FCC that it will file a 
petition for reconsideration by Feb. 
20. In the event this petition is 
denied, Zenith will have exhausted 
its administrative remedies, and 
will be in a position to request the 
intervention of the federal courts. 

There was no immediate indica- 
| tion whether DuMont would peti- 
{tion for reconsideration of the 
| Paramount control issue. 


| 
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FIRST OFFER—Fieldcrest Mills division of 
Marshall Field & Co. has this color page 
set for the March McCall's, offering its 
new tartan bedspreads. Calkins & Holden, 
Carlock, McClinton & Smith prepared the 
ad which will also run in Living for Young 
Homemokers the following month. 


are essential to enable ABC to im- 


prove its program structure, build 
larger audiences and thereby at- 
tract and retain sponsors and af- 
filiates.” 


FCC said ABC had attempted to | 


find new capital, but that sources 


of capital for somewhat specula- | 


tive enterprises such as broadcast- 
ing are limited “particularly where 
the enterprise in nine years of 
operation has never paid a divid- 
end.” 


@ In the spring of 1951, there had 
been discussion of an ABC-CBS 


merger, but this was abandoned, | 


the decision said, when it became 

clear it would mean the elimina- 

tion of a radio and TV network. 
The merger with UPT was 


agreed to on May 23, 1951, with a| 
view of bringing in UPT financial | 


strength, and its know-how in 
the field of sound business oper- 
ations and showmanship. 

The 3,260,228 shares 


common stock are to become 


shares of AB-PT. The new firm) 


will be authorized to have 5,000,- 


of UPT | 


nee: : 
MM 


United Paramount 


(Continued from Page 1) 
talent. Neither of these appoint- 
ments is a replacement, since these 
posts have been vacant for some 
time. 

Earl J. Hudson, president of 
United Detroit Theaters Corp., a 
UPT subsidiary, has been named 
v.p. for ABC’s West Coast division. 
He replaces William Phillipson, 
who has been shifted to New York 
as an assistant to Mr. Kintner. 


@ Many observers felt that Mr. 
Kintner’s statement that “key 
personnel of ABC will retain their 
present positions” was a tipoff that 
some management changes could 
be expected. There were reports 
that ABC had been scouring agen- 
cies and other networks in a search 
for good salesmen. 

| The first post-merger resigna- 
tion came in this department as 
Edwin S. Friendly Jr., national 
| sales director for TV, left to join 
| the program package firm of Barry 
|& Enright. This vacancy will be 
filled by the promotion of Charles 
Abry, eastern TV sales manager. 
However, Mr. Friendly had made 
his new plans before the merger 
was consummated. 


® Already approved by the new 
| AB-PT team is an expenditure of 
$2,500,000 to increase the power 
of ABC's five owned-and-opera- 
| ted video stations to the maximum 
allowed by the FCC. Permission 
for a power increase has already 


been granted to WJZ-TV, New | 


York. On March 1 this station gets 
a new name—WABC-TV. Call let- 
ters of the AM sister stations will 
change over at the same time. 

In Chicago, ABC’s video station 
—formerly WENR-TV—began op- 
erating under the WBKB call let- 
ters on Thursday. WBKB's old 
Channel 4 was taken over by its 


new owner, the Columbia Broad- | 


casting System, with the new call 
letters, WBBM-TV. 


000 shares of common at $1 par) 


and 608,047 shares of 5% 


will ultimately be returned from 
a sinking fund. 


ABC stockholders—most of the 


stock is owned by Edward J. Noble 
—will receive for each share of 
ABC stock $7.50 in common stock 
of AB-PT measured at $19 a share 


and $7.20 of preferred stock meas- | 


ured at its par value of $20. 


FCC’s decision denied that AB- | 


PT will dominate the field. 
“ABC combined with UPT would 
still be dwarfed by RCA, and the 
organizations now enjoying net- 
work supremacy are too strong to 


warrant any fear that the competi- | 


tion to be afforded by AB-PT, 
while formidable, would place it 
in a dominant position.” 


® Assets of UPT are about $113,- 
000,000, and ABC about $31,000,- 
000. Leonard Goldenson, 
president, becomes president of 
the merged company. Its assets in- 
clude 710 movie theaters, five 
standard radio stations, five FM 
stations and five TV stations, in 
New York, Detroit, Chicago, San 
Francisco and Los Angeles. The 
TV network has 76 affiliates and 
the radio network 353 affiliates. 
While the cases were designated 
for hearings in August, 1951, the 
actual hearings did not get under 


firm’s eight directors, can it be said| # In the portion of its decision ap- |way until February, 1952. Five 


to control DuMont? Chairman 
Walker, and Commissioners Web- 
ster, Hennock, Merrill and Hartley, 
“yes”; Commissioners Sterling and 
Hyde, “no.” 

...In view of Paramount’s con- 
trol of DuMont, shall we renew the 
licenses of DuMont’s three TV sta- 
tions? Chairman Walker and Com- 
missioners Hyde, Sterling and 
Bartley, “yes”; Commissioners 


proving the ABC-UPT merger,| months 


were consumed taking 


FCC declared: “ABC has been un-| more than 13,000 pages of testi- 
able to compete effectively with|mony. A substantial portion of the 


NBC and CBS, principally because 
it lacks the financial resources, 


versity of revenue-producing ac- 
tivities of the other networks or 
the companies with which they 
are associated. 

“Increased financial resources 


the working capital and the di-| 


record was subsequently wiped 
out when FCC fixed a three-year 
statute of limitations on evidence 
pertaining to past anti-trust of- 
fenses of Paramount’s officers. 
This “statute of limitations” was 
a major factor in the dissension 
that split the commission today 


UPT | 


non-vot-|® In newspaper ads, published the 
ing $20 par preferred stock, which | 


day after the union became offi- 
cial, ABC let the public know that 
it intends to be a leader in radio 
and television. At the same time, 
audiences were told not to expect 
the promised “new programs... 
new stars...new techniques” to- 
morrow, next week or next month. 
The idea is “to grow like an oak, 
| not a mushroom,” it was exnlained. 


75 


Money Gives ABC 


_ What It Needs in the TV Competition 


However, ABC, which was the 
only one of the four video net- 
works to fall below its 1951 gross 
revenues last year, expected to 
start rebuilding its program struc- 
ture immediately. A lot of people 
will be surprised if American- 
Paramount doesn’t capitalize on 
United Paramount’s influence and 
contacts in show business to make 
a play for some of the big CBS and 
NBC names which aren't under 
lock and key. 

The big pitch for advertisers 
will come in the fall, by which 
time the program department will 


Edward Noble 


L. H. Goldenson 


have some new packages ready. An 
intensive search is on for solid 
comedy shows. 

This summer, when many of the 
high-price shows go off the air, 
ABC will make a concerted effort 
to capture a part of their follow- 
ing by giving viewers above-av- 
erage warm weather fare. At the 
moment, the network is looking 
for good sports attractions as a 
nucleus for the schedule. 


s Concentrating on summer pro- 
gramming also will help the net- 
work build up its station clearance 
lineup. In recent months, when the 
merger was in mid-air, ABC has 
had an increasing amount of dif- 
ficulty in clearing stations. Initial 
affiliate and advertiser reaction 
from this week’s big news would 
indicate that this will be less of an 
obstacle in the future. 

Just how this unprecedented 
marriage of network broadcasting 
and theater chain interesis will 
work out remains to be seen. Most 
people here think it bodes well 
for the audience. Coming at a time 
when television seems most re- 
luctant to take a chance with novel 
programming ideas and_ radio 
leans toward the economical, a 
strong, ambitious, alert competitor 
in tie field is indeed welcome. 


and was a principal reason for the 
separate opinions of Commission- 
ers Webster and Merrill, who were 
demanding more information 
about the qualification of Para- 
mount’s directors. 


s One of the sore points splitting 
the commission was Paramount’s 
failure to notify FCC of the dis- 
solution of the old production and 
exhibition firm. Commissioner 
Webster said the failure to obtain 
consent for the transfer of TV 
properties to the successor compa- 
nies at the time of dissolution was 
a matter of importance which 
should not be ignored. 

While the majority of the com- 
mission decided Paramount’s fail- 
ure to obtain consent for these 
transfers was “not willful,” Com- 
missioner Webster insisted it was 
a clear demonstration of Para- 
mount’s indifference to the Com- 
munications Act and the commis- 
sion rules and regulations. 


s After the hearing examiner rec- 
ommended that the mergers and 
renewals be approved, FCC’s 
broadcast division staff obtained 
the right to argue their objections 
before the full commission. While 
the argument was under way last 
month, Sen. Charles Tobey (R., 


N. H.), chairman of the Senate 
interstate commerce committee, 
warned that he intended to intro- 
duce legislation to prevent motion 
picture companies from entering 
—E¥« 

While Sen. Tobey subsequently 
introduced his bill, he failed to 
obtain support from other mem- 
bers of the interstate commerce 
committee. 

In her detailed dissent, Commis- 
sioner Hennock expressed fear 
that the combined company would 
have unbeatable power, particu- 
larly in bidding on film rentals. 
She said FCC should strengthen 
network competition by limiting 
the amount of time any network 
could option on affiliates in limi- 
ted-service areas. 


® Her dissent warned that Du- 
Mont is forced to compete with 
three dominant networks. “It can- 
not be expected that that company, 
even with its manufacturing ac- 
tivities, would indefinitely subsi- 
dize a television network activity 
which is operating at a loss.” 


NL&B Appoints Burton 


Robert R. Burton, formerly a 
v.p. in the Chicago office of Young 
& Rubicam, has been appointed a 
v.p. with Needham, Louis & Bror- 
by, Chicago. 
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Hovel Joins WHBL, Sheboygan 


Ben Hovel has left the sales Mor e and More 


staff of WTMJ, Milwaukee, to be- 
come general manager of WHBL, 7 
New-Type Films 
s 
Coming to Fore 


Sheboygan, Wis. 
(Continued from Page 2) 
spectator the illusion of being in 


tion of travelogs with no story line 
—has been playing to full houses 
here for months. 


s (Editor’s Note: Cimerama scien- 
tists this week reportedly were 
working on a revision of their 
| system to make possible its pro- 
jection through the use of a single 
booth. At present three projection 
booths, requiring extensive revi- 
sion of theaters and the loss of a 
sizable amount of seating space, 
are necessary.) 

Cinerama will open in Detroit 


MARKET. 
COVERED ONLY BY’ 
ORLANDO SENTINEL-STAR 


MORNING. EVENING SUNDAY 
ORLANDO, FLORIDA 
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paper buildup, with ads featuring | fectively for military and atomic | 
McCann-Erickson account execu- | energy problems. Dr. Allen B. Du- 
tive Peter Schaeffer cruising over; Mont, video scientist and manu- 
the city in a theater chair. facturer, whose company makes 

Another sample of the three-di- three-dimensional sets for the 
mension technique gave the New armed forces, doesn’t believe it 
York Globe Theater its biggest’ will go with the home audience as 
box office in months last week.,; long as they “have to put up with 
This Sol Lesser distributed film,| wearing glasses.” Incidentally, he| 
titled simply “Three Dimension,’’|thinks three-dimensional films| 
is scheduled to end its short run. will be just a fad for theaters, too, | 
here next week. The system used | until they eliminate the necessity 


the picture. Cinerama—a collec- | 


March 23 after a concerted news- | 


Here’s the guy 
people buy from 


in Memphis 


a 


d | 


( Me 


For 15 years, Aubry Guy has been synonymous with 
“sell” in Memphis. 


Today his style is paying off bigger than ever 
before. 


Now heard over WMC from 7:00 to 8:00 A.M., 
his easy style makes it the top morning record show 
in Memphis. 

Reprinted from the December 10, 


1952, issue of the Memphis Com- 
mercial Appeal, 


Aubry has just returned 
from Korea where he re- 7 
corded hundreds of in- 


terviews wit id-Sout ve WMC I BROADCAST f 
scene ae SERWOE INTERES 


These interviews have fon Miao 
oe been an extremely pop- _— ita East Sailors will Talk 
eva; ular feature on Dixie ean] To Relatives 

Merry-go-Round—keep- meee st 
ing the program on top -acapon|MERRY-GO-ROUND SHOW 
of the news, in tune with _ : 
its vast audience. sevonals| wore The, Sccauea he tb 
For “sell” in Memphis, PR mt eg cee Poa 
‘ ” * oO Pear a on 
here’s the “guy” to do “politi. | ° “ea y 


the job for you. oma ™ 


atilaciamesate 
— 


— 
_«. 


oe the same, 
Contact your nearest Branham Office or write, wire - 
or ’phone Earl Moreland, WMC, Memphis. 


MEMPHIS 


NBC — 5,000 WATTS — 790 K. C. 
National representatives, The Branham Company 


WCF 260 Kw Simuttaneousty Duplicating AM Schedule 


WMCT First TV Station in Memphis and the Mid-South 
Owned and Operated by The Commercial Appeal 


in Mr. Lesser’s collection of short 


subjects is referred to variously as | 
Tri-Opticon, Sterocine and Stereo. 


Techniques. 


s One layman-turned-critic, who 


saw this film, claimed that the 


Polaroid glasses furnished him by 
the theater would not fit over his 
spectacles. 

Somebody may beat it to the 


draw, but at this point it looks as. 


though Warner Bros. will be the 
first major producer to release a 
three-dimensional movie national- 
ly. “House of Wax,” a natural vi- 
sion remake of an old movie, is 
expected to be ready for national 
exhibition about April 25. 

Most of the three-dimension 
publicity at the audience level has 
gone to the 20th Century-Fox- 
backed Cinemascope. This system 
uses only one camera and projec- 
tor and requires no glasses for the 
audience and was developed by 


Prof. Henri Chretien of the Sor-' feature films which might be sold} 


bonne. A Cinemascope screen can 
also show two-dimensional movies. 
Fox has announced that all its 
future production will be devoted 
to this new type of film. 


# 20th Century, which has made 


‘for wearing glasses. 

Arch Oboler, however, predicted 
this week that all movies will be 
filmed by a_ three-dimensional 


/process five years from now and} 


that “even television” should have 
three dimensions within six years. 
'As for the Polaroid glasses, Mr. 
Oboler said they will continue to 
be used “until some genius of the 
calibre of Newton or Galileo comes 
up with a physical—not a me- 
'chanical—discovery eliminating 
' them.” 


# Another deterrent to three-| 


dimensional TV, Dr. DuMont 
pointed out, is the problem of 
|compatibility. Current receivers 
'and transmitters would have to be 
‘adapted for its use. 

_ One other possibility seems more 
|likely for television if three-di- 
| mensional movies really get going. 
'Most Hollywood studios have a 
backlog of unreleased b&w “flat” 


to TV if the theaters switch to 
three dimensions. 


NBC TO SIMULCAST 
/OSCAR PRESENTATIONS 

| New York, Feb. 13—Apparent- 
‘ly the National Broadcasting Co. 


SOUPED UP—I. J. Grass Noodle Co., Chi- 

cago, sponsor of “Souper Noodle’ (CBS- 

AM), is now packaging its soup mixes 

in cartons featuring the various space char- 

acters on the show. Phil Gordon Agency 
handles the account. 


the Oscar ceremony, to be held 
March 19, to its parent company, 
Radio Corp. of America. J. Walter 


Thompson Co. is the agency. The 
simulcast will last about an hour. 


Joins Anderson-McConnell! 


Emmett H. Crotzer, who has 
been with Buchanan & Co. for the 
past five years, has joined Ander- 
son-McConnell Advertising Agen- 
cy, Los Angeles, as an account 
executive for both consumer and 
industrial clients. 


Roscoe Returns to Dowd 


Gerald D. Roscoe has rejoined 
| John C. Dowd Inc., Boston, after 


public its intention to manufacture | ha, no qualms about the advis- more than two years in the radio- 


Cinemascope lenses and screens apjlity of promoting a competing TV department of N. W 


to sell to producers and theaters 
throughout the country, will dem- 


| form of entertainment. 
NBC has paid $100,000 for the 


Ayer & 
Son, New York. He will be senior 
account executive for Boston Edi- 
son Co. 


onstrate its three-dimension tech-| privilege of giving national radio 


nique early this spring. Showings and TV coverage to the Academy 
in key cities around the world will! of Motion Picture Arts & Sciences’ Reingold Gets TV Account 


feature highlights from “The annual Oscar presentation cere-| John J. Nissen Baking Co., Port- 


Robe,” Fox’s first thnree-dimension- | 


al movie, which is due for release 


monies. Expenses attendant to the 
ceremony, which 


is one of the)! 


in October. _v.i.p. days of the year for the mo- 
Joining Fox in endorsing Cine-| tion picture industry, have been 

mascope as the three-dimensional paid by the major movie produc- 

standard is Metro-Goldwyn-May-' ers in the past. 

er. These two companies are con-| 

_vinced that the industry will be » Sale of the rights is a double 

healthier if a uniform system can blessing for the film studios. They 

_be agreed upon. However, all the will not be required to finance the 

_major and many independent pro-' affair and they and their top stars 

ducers have been experimenting will receive several thousand dol- 

with various three-dimensional | lars’ worth of free publicity. 

, techniques for a long time; sc far— NBC has sold sponsor rights to 

with the exception of M-G-M— 


land, Me., has appointed Reingold 
|Co., Boston, to handle its TV ad- 
vertising. The company plans a 
30-minute film show and a daily 
spot schedule over WABI-TV, 
Bangor, Me. 


Gabriel Dype Joins Blair-TV 


Blair-TV Inc., television station 
representative, has appointed Ga- 
| briel P. Dype account executive in 
| the Detroit office, effective March 
|1. Mr. Dype formerly was associ- 
ated with WWJ-TV, the Detroit 
| News station. 


none of these has come forward) 
with public support of Cinema- 
scope as an industry standard. 


Quite the contrary, Pararnount 
is experimenting with a system 
which will give a three-dimension- 
al illusion to old-style “flat” 
movies as well as to specially pro- | 
duced three-dimensional films. 
This company has three such films 
on the shooting schedule. \ 


\9 


= 


H 


s RKO Pictures is taking still an- 
other three-dimensional route. 
This producer will use a camera 
developed by John A. Norling, 
president of Louks & Norling Stu- 
dios. RKO claims this camera 
|“eliminates the technical short- 
“comings found by screen critics in 
all three-dimensional films seen 
by the public to date.” 
Meanwhile, the Madison Ave. 
| Martini set is having a field day 
| speculating on the possible effects 
‘of three-dimensional movies on 
television. 
| If people get three dimensions 
on their large-size theater screen, 
will they be satisfied with Lucille 
Ball in only two dimensions on 
TV? 
| Will this new excitement enable 
‘theaters to take the play away 
from video, which some people feel 
|has already settled down into a 
|routine programming groove? 


photoen SAVING 


Collins, Miller & 


utchings 
INC. 


America’s 


FINEST 


plant 


207 N. MICHIGAN AVE. 


CHICAGO 1 


‘s So far three-dimensional TV has 
stuck pretty close to the labora- 
| tory, though it has been used ef- 
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| stated that this session of Con- 
gress would give the taxpayers | 


Tobey Loses Small 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Feb. 12—As Con- 
gress goes through the process of 
setting up its special investigating 
committees, there is many a ruf- 
fled congressional feather. For ex- 
ample, Sen. Charles Tobey (R., 
N.H.), who has been eased out of 
the Senate small business commit- 
tee chairmanship by Sen. Ed Thye 
(R., Minn.). The New Hampshire 
firebrand had the seniority—but 
he also had the chairmanship of 
the Senate interstate commerce 
committee. And Vice-President 
Richard Nixon figured that was 
about all he could handle. 

Another fellow who is having a 
rough time is Rep. Emanuel Celler 
(D., N. Y.), ranking minority 
member of the House judiciary 
committee. During the past two 
years, Rep. Celler operated a spe- 
cial anti-monopoly subcommittee 
which ventured into such irterest- 
ing subjects as newsprint, base- 
ball and aluminum. With Repub- 
licans in control, judiciary’s anti- 
monopoly subcommittee has 
folded, and Rep. Celler is without 
a sounding board. 

e e e 

The Joint Committee on the Eco- 
nomic Report, which startled the 
publishing business two years ago 
by suggesting that a tax on adver- 
tising might be a potent weapon 
in the fight against inflation, seems 
to be in for a drab future. The 
joint committee’s leading spirit, 
Sen. Joseph O’Mahoney (D., 
Mont.), was on the short end of 
last fall’s election returns. His 
successor in the joint committee 
chairmanship, Rep. Jesse Wolcott 
(R., Mich.), says he intends to cut 
down on the staff. Instead of con- 
ducting its own research, joint 
committee will compile reports 
from statistics gathered by other 
organizations. 

* * 

Carl Byoir and Associates lost 
little time spreading the word 
when Craig R. Sheaffer, president 
of the W. A. Sheaffer Pen Co., was 
appointed Assistant Secretary of 
Commerce. 

“You might be interested to 
note,” the Byoir press release said, 
“that he is the first small ousiness 
man appointed to an important 
cabinet post in the new adminis- 
tration. 

“Although the Sheaffer pen 
company is a leader in the writing 
equipment industry and ccnsist- 
ently has the largest domestic sales 
volume of the industry ($24,110,- 
000 in 1951), its gross sales do not 
put it in the big business class by 
current standards.” 

* 7 

The Senate judiciary committee 
has decided to spend $75,000 on 
an investigation of anti-trust en- 
forcement—with Sen. William 
Langer (R., N. D.), as chairman. 
The resolution originated with 
Sen. Pat McCarran (D., Nev.), but} 
with maverick Sen. Langer in con- | 
trol, the investigation could go 
anywhere. 


7 7 ° 
Manufacturers of radio and TV, 


antennas say that copper and alu-_ 
minum shortages may prevent) 
their industry from satisfying con- 
sumer demand in 1953. Industry | 
members told National Production | 
Authority demand will be at least | 
50% above 1952 because of the ar- 
rival of u.h.f. TV and stepped-up 
production of autos. One industry 
member estimated that 75% of the 
new automobiles leaving Detroit 
are equipped with radios requir-| 
ing antennas. | 
. * oo 

Sen. Robert A. Taft (R., O.)| 
says the excess profits tax will 
have to continue beyond June 30, 
when it is supposed to expire. As 
Senate majority leader, Sen. Taft' 


eee 
* a measure of relief. 
Business Post If Mr. Reed does nothing at all, 
the excess profits tax ends on 
June 30, and personal income 
speaks with authority, but this is| taxes drop on Dec. 31. 
a case where he may not have his| §0 the unanswered question 
way. here this week is: How does Rob- 
Along with other congressional | ert Taft propose to extend the ex- 
leaders, Sen. Taft was at the) cess profits tax without the coop- 
White House Monday to discuss eration of Dan Reed? 
the legislative program for the . o > 
current congressional session. Ap- | By a 6-1 vote, the Federal Com- 
parently the session was amicable. | munications Commission has ruled 
Congressional leaders agreed that) that it will not protect cxisting 
tax cuts would have to wait until! radio stations from TV operations 
there is more assurance that the | that will compete for the same 
federal budget can be balanced for | listeners and advertisers. 
the 12 months ending June 30,| Station WGRD, Grand Rapids, 
1954. had objected to a TV permit for 
As it happens, however, the key | Versluis Radio & TV Inc., opera- 
man on taxes is Rep. Dan Reed tor of radio stations WLAV and 
(R., N. Y.). As chairman of the; WLAV-FM, Grand Rapids. WGRD 
House ways and means committee,| contended the Versluis stations: 
he has a great deal to say about would have an unbeatable compe-! 
the kind of tax legislation which’ titive advantage if they could of-| 
reaches Congress for debate. Since fer a radio-TV “package.” 
the final election totals were tab-. FCC decided broadcasters have 
ulated, Rep. Reed has repeatedly to take their chances. In so many 
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words, FCC said broadcasters can-; Mr. Shedd is now executive v.p. 
not expect protection, any more Ralph Yambert continues as presi- 
than other advertising and enter-| dent. All accounts previously han- 
tainment media, such as newspa- | died by Mr. Prochnow remain 
pers, magazines, theaters and skat-, With the agency. 

ing rinks, which also suffer with 


the advent of TV. Charles W. Hoyt Promotes 2 


| Charles W. Hoyt Co., New York 
|; agency, has elected two new v.p.s. 


France Lures Tourists | They are Edward T. Nettleton and 
Air France and the French Gov-' Richard G. Pratt. Mr. Nettleton 


ernment. Tourist Office have signed | joined the agency in 1937 and Mr. 
a 52-week contract for sponsorship | pratt in 1939 

of the musical series, “To France— —_* ‘ 
With Music,” on the 13 stations of 
Good Music Broadcasters. Benton 
& Bowles is the agency for the 
Tourist Office and Buchanan & 
Co. for Air France. 


; ncentrate on 
Climalene Promotes Marriott | Smart advertisers . ospects — 
their biggest-beYINS pr 


Climalene Co., Canton, O., has ad paper 
promoted R. H. Marriott to v.p. in trade 
charge of sales and advertising, a_ MOTHERS whose 
new post. Mr. Marriott has been. PARENTS’ MAGAZINE. 


v.p. in charge of advertising. 


Prochnow Sells Interest 

Raymond E. Prochnow has sold | gverantee beginning with Sept. ‘53 
his interest in Yambert-Prochnow, 
Beverly Hills agency, to Vaughn 
Shedd, and has joined Ringer & 
Associates, Los Angeles agency. 


For Timken jobbers... 
an election year theme in 


ding toy 


TIM Ey 


First choice of Leading Mokers 


of Automotive end industrial Lavipmen' 


; * CHICAGO 
601 North Fairbanks Court 
HOLLYWOOD 
(Ray Potin Productions) 6650 Sunset Boulevard 
; NEW YORK 
affiliated with Thompson Associates @ 40 E. 51st St. 
DETROIT 
1928 Guardian Building * 
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The happy candidate in the display 
on the left is an automotive service man 
running on a straight Timken ticket. 
He’s the people’s choice because he 
“just tells em it’s Timken,” and that 
means the finest in tapered roller bear- 
ings. 


Kling developed the election year 
theme of this compact window and 
counter display for Timken jobbers, 
created it and reproduced it in striking 
full-color. It is one of a successful series 
of displays we have made for the 
Timken organization. 


Phil Millar, one of Kling’s outstand- 
ing staff illustrators, handled the art- 
work for the display, which is cleverly 
die cut and set up on three separate 
planes to achieve an unusual third 
dimensional effect. Prominent in the 
foreground is a large cut-away Timken 
Tapered Roller Bearing, die cut and 
mounted to a box easel. 


Timken jobbers were enthusiastic 
about the display and the way it pre- 
sented the product story. And they 
gave it a practically unanimous vote 
for front-and-center window and coun- 
ter treatment. 


Now is the time to put your product 
into the hands of Kling’s expert display 
artists and experienced merchandising 
men. 


We are equipped to handle every 
phase of your point-of-sale promotional 
material for you, from idea conception 
to final distribution. Call us today! 


Now on the presses! Our new booklet of 
inside information about Kling services. 
Write for your free copy. 


your only single source for: 
DISPLAYS 
PHOTOGRAPHY 
ADVERTISING AND EDITORIAL ART 
MOTION PICTURES 
TELEVISION FILMS 
SLIDE FILMS 
SALES TRAINING 
AND MAINTENANCE MANUALS 
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Management Men 
Hear Optimistic 
Reports for ‘53 


(Continued from Page 1) 
ones whose products will fill the 
shelves in food stores all over the 
country. 

If manufacturers would realize 
the importance of cooperating with 
retailers, he said, they would save 
themselves thousands of dollars 
each year on point of sale mate- 
rial now being wasted. 


s Aid for department stores con- 
verting more and more of their 
floor space to self-service opera- 
tions was urged by Datus W. Ber- 
lin, assistant general manager of 
Gimbel’s, New York. 

But self-service is only one of 
the problems that manufacturers 
must help retailers solve, he said. 
Retailers need help in developing 
coordinated operating efforts re- 
quired for self-service, in im- 
proving stock control, in educating 
store personnel about products, 
and in stocking and displaying 
merchandise more efficiently and 
economically. 


s M. Joseph Meehan, director, of- 
fice of business economics, De- 


partment of Commerce, told the 
sales executives attending the con- | 
ference that fluctuations in busi- | 
ness activity in the period imme- 
diately ahead will depend primar- 
‘ily on development of private. 
| markets. 


will continue at a high rate in 
1953, Mr. Meehan said. His pre- 
diction was based on a survey 
covering 2,000 companies which 
account for three-fifths of all non- 
farm investment, conducted by 
the office of business economics 
and the Securities & Exchange 
Commission. ° 

A special field survey of 84 
of the largest companies account- 
ing for 30% of this total invest- 
ment showed these companies 
plan capital outlays in 1954 and 
1955 of 85% and 80%, respective- 
ly, of the 1952 volume. 


® Growth possibilities of the 
American market are still enor- 
mous, Mr. Meehan said. The field 
survey indicated that many com- 
panies intend to add to their ca- 
pacity in order to increase pro- 
duction of newly developed prod- 
ucts. 


Assuming we are successful in 
maintaining an expanding econ- 
omy, Mr. Meehan said, the de- 
partment calculates the 1955 mar- 
ket pattern as including a total 
national output of $365 billion, 
nearly 11% above the 1951 total 
and 8% more than in 1952, with 
personal consumption expendi- 


users oF PASTE-UP-TYPE” 
How to get hand toed, offcts tbe tha 
by mpl pas up jum. mu unt of mw 


- al pois por werd ! & 
9 UP TO THE MINUTE STYLES @ 


4 WHITE FOR LITERATURE 4 TRIAL SAMPLE | 


UMITIZED LETTERING. 


Dept G, 15 W.46 STREET. NEW YORK 36, N.Y 


| 


|tures nearly 10 
| total (all figures in terms of 1951 


% above the 1951 


prices). 

This pattern is not a forecast, he 
warned. It was developed to help 
business men visualize the char- 
acter of markets in the perspective 
of the assumed size of the mili- 
tary establishment and the over- 


all market. 
_@ George R. Brockway, v.p. of 
sales and advertising, HRapids- 


Standard Co., pointed out that 
sales methods that are successful 


eliminate 
handset 


Capital investment by business, 


By having your type machine-set 
photographically in miniature on a 
revolutionary new machine, you'll 
be able to eliminate costly hand- 
setting for display heads, broad- 
sides and all jobs containing large 
type. Razor-sharp Phototype comes 
to you in any size you want, from 
4 point to 288 point or larger, direct 
on film for stripping in, or on paper, 
ready for paste-up. This entire ad- 
vertisement was set with Phototype. 
Write for complete Phototype story. 


WARWICK TYPOGRAPHERS, INC. 


lype 


with 
WARWICK 
PHOTOTYPE 


Dept. Al6, 920 Washington Ave., St. Louis 1, Mo. 
Overnight by air mail from most of U.S 


WARWICK PHOTOTYPE 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 


| 
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partment in 1938. 


in consumer marketing often fail 
| miserably when applied by in- 
dustrial goods manufacturers sell- 
,ing through distributors. To get 
‘best results from _ distributors’ 
salesmen, he recommended five 
major techniques: 
uct training, compensation plans, 
communications, and sales man- 
agement training. 

William Douglas McAdams, 
president of the management com- 
pany of that name, pointed out 


in selling. He said there are five 
major trends today in sales man- 
agement practice: (1) a shift 
away from wasteful sales meet- 
ings; (2) a trend toward profes- 
sionalizing sales management 
practice; (3) a trend towari more 
training and supervision in the 
field; (4) a larger allocation of 
manufacturers’ revenue for train- 
ing in sales skills; (5) a shift of 
certain functions of sales manage- 
ment to top administrative man- 
agement. 


® Howard L. Franks, manager, 
sales personnel and control, chem- 
ical division, General Electric Co., 
declared that a “buyer’s market is 
in the making, and the need for 
more effective selling at less cost 
will be felt even more strongly 
by the end of 1953. 

“Only intelligent sales planning 
and use of that ‘radar of manage- 
ment,’ sales and cost controis,” he 
said, “will enable the sales man- 
ager to guide his salesmen safely 
through the exciting and adven- 
turous period ahead.”’ 

Mr. Franks said that the average 
salesman costs his company $16,- 
000 a year to maintain in the field, 
he works 250 days a year at a 
daily cost of $63, and averages 
three calls a day. On this basis, 
Mr. Franks said, he costs $21 each 
time he pushes open a door. If his 
expenses are 10% of sales, he must 
sell $210 worth of product per call 
on the average to justify his ex- 
istence. 


® Harold E. Torell, v.p., Syracuse 
Supply Co., speaking on the small 
order problem in the industrial 
field, recommended that manufac- 
turers turn over more and rnore of 
their small orders to distributors, 
where the loss can be minimized 
or reduced. He suggested they 
have salesmen basket several! small 
units into one sizable purchase 
unit, and put teeth into it by 
withholding sales credit on small 
units. 
Eldridge Haynes, president of 
Modern Industry, predicted that 
the second half of the 20th cen- 
‘tury will bring about an advance 
_in marketing comparable with the 
‘advance in production that took 
‘place during the first half of the) 
| century. 


| Disston Names Hopf A. M., 
Three Others Are Promoted 


Henry Disston & Sons, Phila- 
delphia maker of 


manuals, prod- | 
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Druggists Get Promotion Plan Designed to 
Help Regain Business Lost to Food Stores 


Cutcaco, Feb. 12—The nation’s 
druggists are being offered a plan 
designed to help them regain the 


‘business that they are losing to 


| steel tools and 
cutlery, has pro- 
|moted George E. 
‘Hopf Jr. to ad- 
vertising manag- 
er. Mr. Hopf 
joined the sales 
promotion de- 


Theis 
Francksen, as- 
sistant sales pro- 
motion manager, 
has been ad- 
vanced to sales promotion man- 
ager. 


Ww. 


George E. Hopf Jr. 


Purolator Promotes Huber 


Donald C. Huber, formerly as-| 
sistant advertising manager of 
Purolator Products Inc., Rahway, 
N.J., oil filter manufacturer, has 


' been named sales promotion man- | 


ager, a new position. Before join- 
ing Purolator in 1951, Mr. Huber 


_was director of merchandising and | 


‘sales promotion for Arthur Cohn 


|& Associates, New York. 


food and other outlets. 
The plan, in effect, is a mer- 
chandising service developed by 


|Druggist Promotion Services Inc. 
/at the behest of the National Assn. 
that the sole remaining area of po-| 
tential additional profit for many 
businesses is that of refinements | 


of Retail Druggists. It was an- 
nounced in the NARD Journal late 
last month, and the response to it 
has been tremendous, according to 
O. A. Feldon, head of DPS. 


s The basic elements of the pro- 
motion are: 


1. A booklet, “Beauty & Health,” 


which will be sent to a mailing 


list supplied by the participating | 


druggist. This 48-page booklet will 
be published five times a year— 


in March, May, July, September | 


and November—and will have the 


druggist’s name, address and a) 


selling slogan imprinted on the | other non-drug outlets. Last year 


back. Editorial content will feature 
the drug store as the “health cen- 
ter of the community” and will 
emphasize the importance of a 
druggist’s professional guidance in 
the selection of health and beauty 
items. 


2. A detailed merchandising 
forecast listing all items to be fea- 
tured in “Beauty & Health,” show- 
ing prices, pack, fair-traded sell- 
ing prices, suggestions on store 
merchandising, tie-in department 
promotions, selling tips, etc. These 
are sent to the druggist 30 days 
before the first day of each month 
in which the “Beauty & Health” 
booklet is mailed. 


# 3. Selling tips to be used in 
training the druggist’s salespeople, 
particularly during the periods of 
each of the five promotions. 

4. Display material, which is 
sent out two weeks prior to each 
promotion. This will include large 


and small streamers and price. 


show cards for each item to be 
featured in the promotion. In addi- 


tion, an illustration of 52 newspa-_ 


per mats will be sent with the dis- 
play material, from which the 


druggist can choose mats that will 
be forwarded without cost. 

Basic charge to the druggist for 
the mailing of 250 booklets during 
each of the five promotiens is 
$98.75. If additional booklecs are 
desired the cost ranges from 
$133.75 for a mailing of 350 to 
$364.25 for 1,000 booklets. 

Special announcement postcards 
telling people that they wll re- 
ceive the “Beauty & Health” book- 
let are also available, at 2¢ per 
card. 


s In setting up this merchandising 
promotion, Druggist Promotion 
Services tried to design a program 
that would do the following: 

1. Perform a public relations 
job for the druggist, by reempha- 
sizing the importance of his pro- 
fessional training as a pharmacist. 

2. Help the druggist recapture 
the sales he is losing to food and 


food stores reported sales of drug 


| items amounting to between $400,- 


000,000 and $450,000,000. 

3. Replace convenience in shop- 
ping with professional guidance, 
especially in the selection of items 
of self-medication and beauty. 

4. Enable the druggist to meet 


‘chain and food store advertising 


head on. Only with a properly de- 
signed promotion program can a 
Cruggist hope to compete with the 
advertising of these other outlets, 
DPS asserts. 


@ The advantage to a local retail- 
er of a program like this, accord- 
ing to Mr. Feldon, is that it is 
built for him specifically, and 
doesn’t involve any “deals,” like 
stocking a certain amount of mer- 
chandise, etc. Also, he told AA, it 
enables the local dealer to cash 
in on national brand advertising. 
Only nationally-advertised prod- 
ucts are included in the promo- 
tions. 

In addition to Druggist Promo- 
tion Services, Mr. Feldon also has 
developed similar consumer mer- 
chandising services in the food and 
appliance field, and may launch 
one in the automotive field. 


: other oy newspaper : 

can take your — zs 
sales message _ 

_ into so many 

- Canadian Homes 
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17 New Permits 
for TV Bring 
Total to 247 


WASHINGTON, Feb. 12—In the 
biggest day yet, the Federal Com- 
munications Commission today 
granted 17 new TV permits. The 
commission has given out 247 per- 


mits since the lifting of the TV 


freeze last July. 
Today’s grants 

stations for St. Louis and Colum- 

bia, S.C., and a fourth station for 


Dallas. Also the second and third | 


stations for Oklahoma City. 


The grants also included a per- PICTURESQUE—Sanson Hosiery Mills, New | 


mit for Macon Television Co., 
Macon, Ga., a company organ- 
ized by AM stations WBML and 
WMEX, Macon. 

The Macon grant was the first 
so-called “marriage” application 
to get FCC approval. It was ap- 
proved by 4-2 vote, with two of 
the majority members issuing 
statements that the Macon case 
is not a precedent for approval of 
any and all “marriage” applica- 
tions. Commissioner Frieda Hen- 
nock did not participate. 


® The “marriage” cases arise 
from situations where local broad- 
casters pool their TV ambitions 
in a single company in order to 
avoid competitive hearings and to 
lighten the risk. 

Last December, FCC voiced its 
concern over the Macon ‘“mar- 
riage’ because the stations each 
held a 50% interest in the pro- 
posed TV operation. 

In a letter to the applicant, FCC 
said it failed to see how the radio 
stations could continue to com- 
pete effectively if their owners 
were sitting on the same TV 
board. 


s Subsequently, the application 
was revised. Each of the broadcast 
stations reduced its interest to 
45%. A prominent local business 
man was assigned the remaining 
10% of the stock, as a “wing” 
man, to eliminate any possibility 
that the board would be dead- 
locked. 


The Macon company also as- 
sured FCC that the radio proper- 
ties would be programmed sepa- 
rately, and that time sales would 
be as competitive as ever. 

In a_ dissent, Commissioner 
Rosel Hyde said he felt that the 
problem of assuring continued 
competition between the stations 
might require FCC to interfere 
with internal operations of the 
stations. 

“IT consider unfortunate an ac- 
tion which might lead to an un- 
desirable increase in government 
regulation.” 


s A merger application from two 
big newspaper-owned Miami sta- 
tions, with former NBC President 
Niles Trammell as “swing man,” is 
one of four applications for Chan- 
nel 7 in Miami which was passed 
over today. 

Because of the conflicts, the 
application must go to hearings 
before an FCC examiner. 

Today’s grants went to: 


Macon Television Co., Macon, 
Missouri Broadcasting Co., St. 


Ga.; 
Louis; 


WIS-TV Corp., Columbia, S. C.; Trinity 
Broadcasting Corp., Dallas; Redwood 
Broadcasting Co., Eureka, Ca!.; Coosa 


Valley Radio Co., Rome, Ga.; Portland 
Telecasting Co., Portland, Me.; 
Television Corp., Gulfport, Miss; Rudman 
Television Co., Minot, N. D.; North Dako- 
ta Broadcasting Co., Minot, N. D.; Ok- 
lahoma County Television & Broadcast- 
ing Co., Oklahoma City; KLPR_ Tele- 
vision Inc., Oklahoma City; W. Gordon 
Allen, Eugene, Ore.; Permian Basin Tel- 
evision Co., Midland, Tex.; West Virginia 
Enterprises Inc., Parkersburg, W. Va.; 
Polan Industries, Wheeling, W. Va; Be- 
loit Broadcasting Co., Beloit, Wis. 


Monarch Names Parkside 
Monarch Mfg. Co., Philadelphia, 

has appointed Parkside Advertis- 

ing Co. to handle its advertising. 


included third | 


WGCM | 


| York, okayed these pretty legs for a spring 
| campaign for its Picturesque stockings 
through Ben Sackheim Inc. They’ll run (the 
ads, that is) in fashion magazines starting 


in March. 


Sweeney Predicts 
Department Stores 
Will Use More Radio 


WASHINGTON, Feb. 11—Kevin 
Sweeney, v.p. of Broadcast Ad- 
vertising Bureau, told the annual 
radio seminar of the Washington 
Advertising Club tonight that ra- 
dio’s biggest gains in the next few 
months will be in the department 
store field. 

“Radio is now making intelli- 
gent efforts to get the big stores,” 
he declared. “In the last five years 
radio has learned more about how 
to sell than it learned in the past 
25.” 

The seminar is one of a series 
which the adclub runs each year. 
A week ago, the club had a semi- 
nar on newspapers. Subsequent 
sessions will deal with TV and di- 
rect mail. 


# Alvin Miller, v.p. of Cohen & 
Miller Advertising Agency, who 
was chairman of the agency panel 
last evening, said: “An agency 
should operate on the idea that 
the client may be right, but the 
client shouldn’t dictate.” 

Other agency people participat- 
ing were Harwood Martin, presi- 
dent of Harwood Martin Agency, 
M. Belmont Ver Standig, president 
of the agency bearing his name, 
and Ruth Graze, time buyer for 
Alvin Epstein Agency. 

Mr. Ver Standig emphasized that 
all techniques—pitches, programs, 
proper script and specialized audi- 
ences—are no good in the long 
run unless the basic selling idea 
is right. 

He scored “sloganitis.” 

“You can’t build a product for 
the long run on a slogan unless it 
| contains the basic selling idea,” he 
declared. ‘Wonder bread,” he said, 
“with ‘builds bodies eight ways,’ 
|has a good basic selling idea.’ 


6,144,990 TV Sets 
Sold in ‘52: RTMA 


WASHINGTON, Feb. 12—The Ra- 
|dio-Television Manufacturers 
| Assn. estimates that 6,144,990 tele- 
| Vision sets were sold in 1952. Be- 
| cause RTMA did not compile sales 
| figures for 1951, no comparable 
| data is available for that year. 
| However, 


produced in 1952 as compared with 
5,384,798 sets in 1951. 

During December, according to 
the association, 1,049,770 sets were 
sold. 


Pearl-Wick Names Lefton 


Pearl-Wick Corp., Astoria, N. Y., 
manufacture: of clothes hampers, 
has appointed Al Paul Lefton Co., 
Philadelphia and New York, to 
handle its advertising. Previously, 
Ray-Hirsch Co., New York, had 
the account. 


Last Minute News Flashes 


Sugar Krinkles Gets $1,000,000 Push in 3 Cities 


New York, Feb. 13-—General Foods Corp. will break a $1,000,000 
campaign April 1 to push Sugar Krinkles in New York, Chicago and 
Philadelphia. “Sugar-coated” has been used in the advertising copy 
for this cereal, but now sugar becomes a part of the new brand name, 
which will get heavy sampling. Full-page newspaper ads and inde- 
pendent comics will be used. A network TV show is planned iater. 
Foote, Cone & Belding is the agency. 


_Appeal on Duane Jones Verdict Set for March 3 
New York, Feb. 13—Scheideler, Beck & Werner’s appeal from the 


| Duane Jones conspiracy case decision is now scheduled to go before 


the appellate division of the New York County supreme court on 
March 3. 


Fitch Launches New Campaign Via Harry B. Cohen 


New York, Feb. 13—Fitch division of Grove Laboratories Inc., which 
quietly reappointed Harry B. Cohen Advertising as its agency last 
November, breaks a new campaign Feb. 15 for its dandruff remover 
shampoo. Sunday supplements, including First Three Markets Group, 
The American Weekly, This Week Magazine and some independents, 
are being used. Beginning in March, radio spots will run on 150 sta- 
tions. Copy theme is “Only shampoo guaranteed to remove dandruff 
with one lathering.”” Gardner Advertising Co. previously handled the 
account. 


$10,000 Nursery Contest Starts Chix Diaper Drive 


New York, Feb. 13—Chix baby products division of Chicopee Mills 
Inc. is promoting its new line of wrinkle-free gauze diapers via a 
$10,000 nursery rhyme contest. The kick-off is a bew page in the Feb. 
16 Life. Fractional pages are scheduled for Ladies’ Home Journal, Good 


Lennen & Newell is the agency. 


New Modglin Broom Bows with Sweepstake Contest 


Los ANGELES, Feb. 13—Modglin Co., manufacturer of brooms and 
brushes, is introducing its new Dura-Broom via a national sweepstakes 
contest to be announced in a four-color page in the April 24 Life. 
Newspaper ads are planned for key cities on and after the 24 opening, 
but schedules have not been announced. Grocery business publications 
also are scheduled. Roy S. Durstine Inc. is the agency. 


‘Man’‘s Day’ to Go Bi-Monthly for Summer 


New York, Feb. 13—Man’s Day, monthly publication recently 
launched by Hillman Periodicals (AA, Jan. 15), will go bi-monthly 
over the summer months, effective with its third issue. Hillman says 
the move is experimental and that—after two issues—Man’'s Day will 
once again become a monthly in the fall. The 250,000 guarantee re- 
mains the same. 


Hadacol’s Budget Hiked 58%; Seeks New Markets 


LAFAYETTE, La., Feb. 13—Because of response to its last 13 weeks 
of advertising, LeBlanc Corp., maker of Hadacol, has increased its 
budget by 58%, according to Harry B. Goldsmith, president. Most 
of the budget will go for radio, including use of 356 stations blanket- 
ing the nine-state primary Hadacol marketing area and an invasion 
of North and South Carolina by the proprietary drug. Mr. Goldsmith 
says the company is now spending slightly under $20,000 weekly for 
advertising. Russel M. Seeds Co., Chicago, is the agency. 


McGraw-Hill Earnings Up; Other Late News 

e McGraw-Hill Publishing Co. and subsidiaries, New York, had con- 
solidated net earnings in 1952 of $3,272,505, after all charges and taxes. 
This was a gain of $445,701 over 1951’s net, and was equal to $7.40 a 
share on 442,100 shares of stock outstanding. In 1951, the company’s 
net earnings were $2,826,804, equal to $6.35 a share on 444,900 shares 
outstanding. During 1952 the company repurchased 2,800 shares of 
its outstanding stock. 


e A Lenten campaign by Doughnut Corp. of America for its Downey- 
flake waffles will start in 125 newspapers Feb. 19. A special half-page, 
four-color ad will run in This Week Magazine, March 8. In addition, 
radio, TV and trade papers will be used. J. M. Korn & Co., Philadel- 
phia, is the agency. 


Housekeeping, Parents’ Magazine, Today’s Woman and True Story. | 


the RTMA has re-' 
ported that 6,096,270 TV sets were | 


Truman Can See 


Stevenson on TV, 
Thanks to WDAF-TV 


Kansas City, Feb. 13—One 
viewer can be mighty important, 
especially if he happens to be an 
ex-President. 

WDAF-TV has canceled 30 min- 
utes of “Show of Shows” (NBC- 
TV) to carry the speech of Adlai 
E. Stevenson Saturday night (Feb. 
14) at the Jefferson-Jackson Day 
dinner in New York. 

The station announced that it 
will carry the special telecast to 
“enable former President Harry 
|S. Truman to watch as well as lis- 
| ten to the new titular head of the 
Democratic Party.” 

WDAF-TV will give up 30 min- 
'utes of sponsored time to carry 
Mr. Stevenson’s talk, which CBS 
is presenting as a public service 
without revenue. 
| Earlier, Mr. Truman had indi- 
cated that he did not hope to see 
Mr. Stevenson speak because the 
Kansas City Star’s station, 
WDAF-TV, would not be carry- 
ing the event. 


Crosley Acquires 
WLTV in Atlanta; 


Lane Is President 


ATLANTA, Feb. 13—William T. 
Lane has been named president 
of Broadcasting Inc., operator of 


acquisition of the Georgia compa- 
ny by Crosley Broadcasting Corp. 


general manager of the station for 
some time. 

Crosley bought 100% of the 
capital stock of the /Atlanta sta- 
tion, which remains a Georgia 
company. The price was $1,500,- 
000. 

Mr. Lane said the station plans 
a $1,000,000 expansion program 
and will increase its power to 316 
kilowatts as authorized by the 
Federal Communications Commis- 
sion. 
| Under the new ownership, 
James D. Shouse, Crosley board 
chairman, becomes chairman of 
the WLTV board, and Robert E. 
Dunville, Crosley president, chair- 
man of the station’s executive 
i committee. 


WLTYV, coincident with the formal | 


of Cincinnati. Mr. Lane has been | 


Biow Moves Self 
into Chairmanship; 


Beirn Is President 


New York, Feb. 12—Milton H. 
Biow, founder and president of 
Biow Co., has become board chair- 
man of the agency. Executive V-P. 
F. Kenneth Beirn has been named 
president. 

About 25% of the agency’s com- 
mon stock has been sold to em- 
ployes. Mr. Biow holds the re- 
maining shares and all preferred 


Milton Biow 


F. K. Beirn 


stock. When employes leave, Biow 
will buy back their shares at book 
value. 

Mr. Biow explains the move as 
follows: 

“The acceptance of the post of 
chairman of the board by my- 
self, and the advancement to the 
presidency of Mr. Beirn, is not 
only an important step in our ex- 
/pansion program, but is recogni- 
tion of the fine contribution of 
Mr. Beirn to the company’s or- 
‘ganization and growth. 


s “It will make possible my de- 
voting even more time to our 
/agency’s accounts and key sales 
_and advertising problems. The ad- 
vancement of Beirn to the presi- 
dency will enable him to concen- 
trate more fully on administrative 
functions, including the selection 
and development of manpower, all 
of which he has done so well in 
the company’s interest and devel- 
opment. These steps are part of a 
long-range expansion program be- 
gun some years ago based on the 
‘realization that changing times 
required a broadened organiza- 
tion offering a greater variety of 
services.” 

Never associated with any other 
agency, Mr. Biow founded his 
company in 1918. One of the top 
ten agencies, according to ADVER- 
|TISING AGE’s' exclusive annual 
compilation, Biow’s billings were 
reported at $42,000,000 last year. 


s Accounts include the White- 
/hall Pharmacal division of Amer- 
ican Home Products, Bulova 
Watch Co., Eversharp Inc., Gen- 
‘eral Aniline & Film Corp., Hudson 
|Pulp & Paper Corp., Lady Esther 
|Ltd., Nationai Distillers Products 
_Corp., Pepsi-Cola Co., Philip Mor- 
iris & Co., Procter & Gamble Co. 
and Jacob Ruppert Brewery. 

Mr. Beirn, who is 42, joined 
|Biow in 1948 as executive v.p. 
For some 13 years previous, he 
‘was with various advertising 
|agencies including Grant Adver- 
tising and Dancer-Fitzgerald- 
Sample. 


'Durian Joins Vogue-Wright 


Don B. Durian, formerly in the 
Chicago office of the Jam Handy 
Organization, Detroit, has joined 
| Vogue-Wright Studios, Chicago, as 
an account executive on motion 
pictures, slidefilms and television 
productions. In the Feb. 9 issue 
of AA, it was stated erroneously 
that Mr. Durian had joined Allan 
Marin & Associates, Chicago agen- 
cy. 


Venice Maid Gets Columbia 
Venice Maid Co., Vineland, N. J., 
producer of spaghetti sauce, ravi- 
oli and chili con carne, has bought 
Columbia Conserve Co., Indian- 
apolis, effective May 1. After that 
date Venice will market Columbia 
label soups under its own brand 
name. J. Robert Mendte Inc., 
Philadelphia, is the Venice Maid 
agency. 
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Senate Postal Committee Will Ask 


$100,000 Study of Postal Service 


"(Continued from Page 2) 
permission to reprint portions of 
the series, or indicated an intention 
of preparing special articles on 
the postal service. 

In an interview this week Post- 
master General Summerfield told 
this writer he has been reading 
the series and that the articles are 
highly useful to the department’s 
new administrators. 


® More than a score of reprints 
have been provided at the request 


of ranking department officials. 
The articles have been discussed 
at staff conferences at _ postal 
headquarters. 

Nearly 5,000 copies of the postal 


series reprints have been distrib-| 


uted in bulk and individual or- 
ders. Among the bulk orders were 
1,700 being distributed to the 


membership of the Emergency | 


Committee of Small & Medium- 
Sized Magazine Publishers; 500 to 
the members of the Southern 
Newspaper Publishers Assn., and 


ee oe, 


OCK ISLAND | 


These are the newspapers 
that cover 3 of the 4 Quad-Cities 


MOLINE — 


End washday with the new automati 
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DEALERS 
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NAME HERE 


SOFT LIFE—Norge division of Borg-Warner Corp.,-Chicago, is using this approach 
in its new outdoor posters for dealers, with the emphasis on product performance 
rather than the product itself. J. Walter Thompson Co. is the Norge agency. 


500 to members of Associated 
Third Class Mail Users. 
Individual orders for as many 
as a dozen to two dozen sets of 
reprints have come in from sev- 
eral individual companies which 
are concerned with postal prob- 
lems. A large number of requests 
come from employes of the postal 
service. One postal employe, who 
phoned AA’s Washington office, 
commented: “The only trouble 


with this series is that it doesn’t. 


go far enough.” A postal account- 


ing expert said: “This is the first, 
sign I have seen that anyone out-| 


side the-department was aware of 
this situation, or cared.” 


® Postmaster Michael D. Fanning 
of Los Angeles sent a money order 
for 60¢ to pay for two sets of re- 
prints, one of them to go to Harry 


EUGENE HEIFFEL, Vice-President 
G. M. BASFORD COMPANY 


Advertising and Marketing 
New York 17, N. Y. 


Have you ever diligently studied an issue 
of Advertising Age far, far from the 
“madding crowd,” said “madding crowd” 
being your fellow busy bees and eager 
beavers in your hurrying, scurrying, 


worrying “ad factory”? 


Most admen in the agency business 
say it just can’t be done. They see eye to 
eye with Eugene Heiffel, who sums it up 


this way: 


“I find reading ADVERTISING AGE 
in the quiet comfort of my home brings 
the passing parade of advertising into 


sharper focus for me. 


“When I finish studying and clipping 
my personal copy of AA it would be posi- 
tively cruel to leave it at the office where 


“Every 


He studies AA in 
the quiet comfort 


others might find it in its mutilated 
condition. 


issue of your remarkable 


publication contains so much mate- 
rial, so useful to a creative man’s refer- 


ding crowd.” 


ence file, that I hesitate to be specific for 
fear of omitting a feature I enjoy regu- 
larly in my personal copy of Ad Age, 
which reaches me far, far from the mad- 


Need we say more when Mr. Heiffel 


has summed it up so well? Why don’t 
you try studying AA at home and clip- 
ping its creative material for a permanent 


file. Mail us NOW the order coupon be- 


low for a personal subscription to be sent 
to your home address. With it we will 
send you, FREE, a copy of Whitt Schultz’s 
new booklet, 
Mail Clinic”, containing thirty-nine of his 
helpful articles that appear regularly in 
Advertising Age. 


“Mail Order and Direct 


C. Butcher of Santa Barbara, war- 
time associate and confidant of 
President Eisenhower. Requests 
for reprints came from Arthur V. 
Smith, editor of the ‘Postmasters 
Gazette” and from officials of var- 
ious postal employe groups. 

William Doherty, president of 
the National Assn. of Letter Car- 
riers, expressed appreciation that 
the articles dealt with the full 
range of postal problems, instead 
of concentrating on rate issues. 

“We were particularly pleased,” 
he said, “to find that the series 
confirms our statement that the 
Post Office Department lacks sen- 
|sible personnel policies. We agree 
ithat streamlining is only part of 
| the answer to postal problems. We 
| believe that sound personnel poli- 
| cies are at least as important to the 
| improvement of the postal serv- 
{ice as any other improvement that 
|can be made.” 


/@ Among the many letters from 
| postal employes was an order from 
Francis J. Kiernan, assistant post- 
master of: Glen Ridge, N. J., for 
six sets of reprints with the state- 
ment: ‘“‘After 40 years in the postal 
service, and having read about 
everything printed about the postal 
service, I wish to congratulate you 
on having written a very true-to- 
life story...” 

George Lucas, consultant to the 
Magazine Publishers Assn., wrote: 
“It has taken a long time to get 
someone in authority to under- 
stand that outmoded methods must 
be changed. More power to you.” 
William K. Beard, Associated Busi- 
ness Publications, after reading 
the “kickoff” piece, said : “I am 
certain it is going to be a most 
stimulating and important series.” 
Sen. Thomas H. Kuchel (R., Cal.), 
said: “As a new member of the 
Senate I know I will find this ma- 
| terial most helpful and would cer- 
tainly appreciate receiving the 
fifth article...” 


® Sen. Frank Carlson was another 
| of the many members of Congress 
| Fequesting the complete series of 
articles. “I shall be pleased to read 
|these articles because I know of 
the work which your fine period- 
ical has done in focusing attention 
;}upon the need for a more effi- 
|cient and economical postal serv- 
|ice,” he said. 

| Cranston Williams, general man- 
ager of American Newspaper Pub- 
'lishers Assn., termed the series 
“exceptionally good” and ordered 
25 copies. 

B. E. Sherwood, general super- 
intendent of mail and express for 
American Airlines, wrote: “The 
|facts and figures, as well as the 
observations contained therein, are 
_most appropriately true to the sit- 
‘uation as I have personally en- 
countered it.” 
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‘Trucks Don’t Hurt 
‘Roads, Say Magazine 
Ads by Truck Assn. 


WASHINGTON, Feb. 12—American 
Trucking Associations is breaking 
into general circulation magazines 
with a series of ads designed to 
convince the public that “a mod- 
ern truck doesn’t damage the 
roads.” 


The first ad in the series broke 
in Time Feb. 2, and will appear in 
Business Week and U.S. Mews & 
World Report. Walter Belson, ATA 
public relations director, said addi- 
tional ads are contemplated, but 
there is no decision on the number 
of ads that will be used on the 
same theme. 

Three years ago, ATA dealt with 
road damage in an ad, ‘What holds 
Papa Up?” This was directed 
largely at “opinion makers” in 
ads in American Press, Editor & 
Publisher, Publisher’s Auxiliary 
and Scholastic Magazines. 

This ad explained that Papa Es- 
kimo walks on the snow because 
snowshoes distribute his weight. It 
explained that multiple axles and 
low-pressure tires distribute the 
truck’s weight, “minimizing the 
possibility of damage to highways.” 


= The new series was developed 
after Alfred Politz Research re- 
ported that large numbers cf peo- 
ple believe trucks are a major 
cause of road damage. 

In a special survey which was 
made for the Automobile Manu- 
facturers Assn., Politz said 56% 
of those interviewed had heard or 
read that trucks hurt roads—and 
47% thought this was mainly true. 

The choice of media for the new 
campaign was also influenced by 
the Politz findings, according to 
Mr. Belson. On the question “Are 
trucks a traffic hazard and danger- 
ous?” Politz reports indicated the 
industry’s problem was particular- 
ly acute among upper and middle 
income groups. 

While 37% of all the persons 
interviewed said trucks are a haz- 
ard in the city, 44% of the upper 
and upper-middle income groups 
were anti-truck, as were 40% of 
the middle, 34% of the lower-mid- 
dle and only 31% among the low 
income groups. 


s Only 17% thought trucks were a 
hazard in the country, but the 
upper and upper-middle income 
percentage ran considerably high- 
er than the over-all average. 

The first ad in the new series 
illustrates the distribution of 
weight principle with a drawing 
of a woman resting gracefully on 
a bed. 

“Manufacturers of modern mat- 
tresses and manufacturers of mod- 
ern trucks both design their prod- 
ucts to distribute weight,” the ad 
explains. “Result: The weight of a 
body on a home bed or the weight 
of a truck on a road is not dead 
weight concentrated on one spot.” 

ATA’s agency is J. Walter 
Thompson Co. 


Aquascutum Shifts Bowman 


Nat Bowman, general sales 
manager of Aquascutum of Lon- 
don, England, has been named 
general manager of Aquascutum 
(Canada) Ltd., Montreal. Mr. 
Bowman will be in complete 
charge of Canadian sales of Aqua- 
scutum outerwear. 


Sonotone Promotes Kane 


Leonard J. Kane has been pro- 
|moted to the new post of director 
of promotion of Sonotone Corp., 
Elmsford, N. Y. He has been serv- 
ing as public relations director for 
the hearing aid manufacturer. 


Burnaford Joins Grey 


Charles N. Burnaford Jr., for- 
merly with Conde Nast Publica- 
tions, New York, has joined Grey 
Advertising Agency, New York, as 
an account executive. 
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“ Never before in more than 35 years of publishing experience sively to their specialized interests . . . never before has there 
4 have we seen anything like it—the first issue of a publication been a medium specifically departmentalized to serve solely 
w pulling more than seven thousand requests for suppliers’ litera- as a vehicle for the promotion of suppliers and services. 
ture in the first sixteen days after mailing! There’s no telling, The terrific response to the first issue of “AR” shows clearly 
a of course, what the total will be. that this specialized book is a powerful instrument for reaching 
“ We expected a response, to be sure. But, frankly, we were not and rousing the buying power of the advertising business as it 
\- prepared for any such avalanche of reader-reaction as this. It relates to products, services, and supplies. As Wesley Aves, in 
- shows that we were even righter than we realized in the unique ordering seven subscriptions, wired us from Grand Rapids: 
~ editorial structure and unduplicated circulation pattern of this “CONGRATULATIONS SUMMA CUM LAUDE. ADVER- 
n new and different advertising publication (de- TISING REQUIREMENTS IS THE FIRST 
3 voted exclusively to production, promotion, if YOU are in any PUBLICATION IN YEARS TO MEASURE 
‘ and merchandising) . . . and it shows, too, that of these fields . . .« UP TO PRE-PUBLICATION PROMISES. 
“ the scores of alert advertisers represented in Piling and Binding tena a YOU HAVE SURPASSED YOURS, DOING 
remiums, Prizes, udio an sua ! 
it this great first issue are getting a bonus of read- suitd Seciatiny Suest hamrisien A MUCH NEEDED JOB SUPERBLY.” If 
; er-interest far beyond anything anticipated. Typeraphy and Layout rlatemalin a ) you haven't seen “AR” yet—if you haven't 
r It’s logical, though—for never before have Nadie and TV Production Professional Services heard the whole exciting story of the selling 
the art, promotion, production, and merchan- "a edvertising belongs in - job it can do for you, write, wire, or phone 
dising men had a publication devoted exclu- DVERTISING REQUIREMEN our nearest office today. 
'S 
i 
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Be it ever so humble, 
there was no place 


but home... 


It’s a lucky thing home was sweet in the “‘good”’ 
old days, because that’s where people were 
stuck most of the time. 

Housewives had their hundred and one daily 
chores. And husbands, with their daily 10-hour 
work stints, had neither the time nor the urge 
to go anywhere but home. 

In recent years we’ve had the most pleasant 
revolution in history ... a big change in our 
way of living. Appliances have provided us 
with mechanical maids to help run our homes. 
Our work week has been abbreviated. Fine 
cars, trains, ships, buses and airlines have 
given us a new mobility and freedom. 

To a startling degree, we now travel more, 
entertain more, pursue more sports and hob- 
bies. And, today, a large segment of America 
enjoys this pleasurable ‘‘holiday way”’ of living 
virtually every day. 

It’s this segment—the leaders in ‘‘everyday 
holiday living’’—for whom Holiday Magazine 
was designed. They’re the first people in every 
community to accept new ideas, new products, 
new ways to enjoy life both at home and away. 

Each month, Holiday whets the appetites of 
more than 860,000 of these pace-setting fami- 
lies—families who influence millions. 

This explains Holiday’s incredible success 
... why it is the most successful new magazine 
of our time. Be it ever so unique, there’s no 
magazine like Holiday BUT Holiday. 
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VIIGFIIINAS 


HOLIDAY MAGAZINE 


...its readers are leaders 
of the big change in American living! 
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